McGraw-Hill Issues Added Details 
on Cooperative Readership Study 


New York, July 19—McGraw- 


Hill 


Publishing Co. today re- 
ported additional details of the 
cooperative readership study it 


conducted with 18 industrial ad- 
vertisers (AA, May 7), and the de- 
tails underlined one fact: That 
business papers reach business ex- 
ecutives more efficiently than oth- 
er media 

Described by Paul Montgomery, 
senior v. p. of McGraw-Hill’s pub- 
lication division, as “the largest 
and most thorough industry-wide 
readership study ever made,” it 
is based on 42,878 replies from 
198,837 questionnaires mailed by 
the sponsoring companies, a re- 
turn of 21.6%. The findings show 
that the average number of pub- 
lications read per man is 5.2. 

The mammoth study showed re- 
spondents read a total of 2,876 
publications, with 224,625 publica- 
tion mentions. Some 58% of the 
publications, or 1,679, are not listed 
by Standard Rate & Data Service. 
Reader's Digest and Changing 
Times were in this category, along 


with a host of local professional 
papers, regional trade papers, re- 
ligious, lodge and hobby publica- 
tions. 


e This group accounted for few 
of the mentions, however, when 
duplication began to work—only 
6.5%, and without Reader's Digest 
it probably would have been half 
as great. 

Otherwise, the publications read 
break down like this: Farm pa- 
pers, 56 named, 2%; consumer 
magazines, 158, 6%, and business 
papers, 983, 34%. 

When the mentions were ac- 
cumulated, they showed 14,919, or 
65%, for the non SRDS group; 
1,093, or 0.5%, for the farm group; 
69,072, or 31%, for the consumer 
group, and 139,541 mentions, or 
62%, for the business paper group. 

Emphasizing further how maga- 
zine preference is concentrated 
among business publications, 374 
papers, or 38%, received 848 men- 
tions on the questionnaire for 

(Continued on Page 55) 


Nation’s Brewers Will Invest $100,000,000 
in Advertising in ‘51, Says Research Co. 


19—The na- 
invest more 


New York, July 
tion’s brewers will 
than $100,000,000 in advertising 
during 1951 to maintain or im- 
prove their competitive position, 
according to the Research Co. of 
America. 

The company, which annually 
makes a study of the brewing in- 
dustry, estimates that approxi- 
mately 20% of this expenditure 
will go into each of the following 
media: newspapers, radio, out- 
door and point of purchase. Tele- 
vision and miscellaneous ad pro- 
motion are expected to make up 
the remainder of the year’s bud- 
get 


e The “big ten” of the brewing 
industry during 1950 are lined up 
by the company as follows: 
Barrel Sales 
1950 


1. Jos. Schlitz Brewing Co 5,097,000 
2. Anheuser-Busch Inc 4,889,000 
3. P. Ballantine & Sons 4,375,000 
4. Pabst Brewing Co 3,419,000 


In This Issue 


Senate Committee Boosts First Class Mail 
to 4¢, as ‘AA’ Foretold 

Murders Liven Agency in Whodunit by Mc- 
Cann-Erickson Copywriter 

Three-Fourths of Americans Believe Big Busi- 
ness Should Be Controlled by Government 

National Breweries Has Trouble Buying a 
Brewery: Drewry's Doesn't 5 

Two Surveys Show More Grocers Are Selling 
More Cigarets 

TV Viewing Habits of High School Students 
Found in Extensive Study 

Max Hess Jr. Cudgels Public Relations Men 
Who Advise Cuts in Ad Budget 61 


24 


7 effected Drewrys 


5. Liebmann Breweries, Inc 2,662,000 
6. F. & M. Schaefer Brewing Co. 2,652,000 


7. Falstaff Brewing Corp 2,287,000 


8. Miller Brewing Co 2,105,000 
9. Blatz Brewing Co 1,746,000 
10. Pfeiffer Brewing Co 1,618,000 


Total sales of these ten were 
30,850,000 barrels, or 37.3% of all 
beer sold in the U. S. in 1950. The 
company estimates that these same 
ten will account for an even larger 
volume during 1951. 

The 25 leading beer makers ac- 
counted for 55.2% of the sales 
volume in 1950. 


DREWRYS ACQUIRES 
2 CHICAGO BREWERIES 


SoutH BeEnp, INnp., July 18— 
Drewrys Ltd. has announced the 
merger of Atlas Brewing Co. and 
Schoenhofen Edelweiss Co., both 
of Chicago, into Drewrys. The con- 
solidation will be effected through 
an exchange of stock between 
Drewrys and the other two com- 
panies. No changes in personnel 
are contemplated and each com- 
pany will continue to operate and 
market its own brand of beer, ac- 
cording to Carlton S. Smith, pres- 
ident of Drewrys. 

Atlas owns approximately 47% 
of Schoenhofen Edelweiss stock. 
Edelweiss also operates a wholly 
owned subsidiary, Green River 
Corp., which manufactures a soft 
drink svrup. After the merger is 
and its associ- 
ated companies will have a com- 
bined capacity in excess of 1,800,- 


Features 000 barrels annually. The com- 
Ad Market Place ..38 Magazine Linage ..41 bined capacity of Atlas and Edel- 
Coming Conven- Ma:! Order Clinic ..50 weiss is approximately 600,000 
trons 31 Obituaries . 60 barrels 
Dent. Store Sales 27 — od 44 Olian Advertising Co., Chicago. 
Editorials 12 Production Tips 50 hz dl both A le S d Ed 1 ae, 
Employe Communica- Reush Preahs 2 an es | 0 tas an ude weiss 
ty Cept S Salesense 4) advertising, while Drewrys earlier 
ED, a 18 Voice of the Adver- " this month named MacFarland, 
Farm Linage 42 ser. Aveyard & Co., Chicago, to handle 
a * i, BB "— oe 2 its account (AA, July 9). 
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IN COLOR—This ad in the Nov. 5 Life will 
reproduce the color tones of new “Treas- 
ure Island” Hostess glassware made by 
Libbey Gloss division, Owens-Illinois Glass 
Co., Toledo. (Story on Page 22.) 


Daytime Video 
Fare to Include 
Many Top Stars 


New York, July 20—If Mrs. 
America goes for big name en- 
tertainment on television, this 
country may be in for a wave of 
bad housekeeping. Come fall, the 
networks will offer Arthur God- 
frey, Garry Moore, Don Ameche 
and Rudy Vallee, among others, to 
distract her from the day’s work. 

Having seen that top caliber 
shows, such as the Garry Moore 
(CBS) and Kate Smith (NBC) 
sessions, can attract sponsors and 
viewers—despite dishwashing, 
housecleaning and cooking chores 
—telecasters are getting ready for 
further talent splurges in the day- 
light hours. 

First new fall attraction to be 
peddied to advertisers by ABC-TV 
is a 50-minute, five-a-week pro- 
gram starring Frances Langford 

(Continued on Page 8) 


ys 


Advertising Age | 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago, lll., under the act 6f March 3, 1879. Copyright, 1951, by Advertising Publications, Inc. 
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-McDaniels Sees Four 
Factors Influencing 
Television Output 


Cuicaco, July 18—Production 
outlook for the television industry 
hinges on four factors—modifica- 
tion of Regulation W, lifting of the 
freeze on new TV station con- 
struction, effects of the Controlled 
Materials Plan and color TV— 
Glen McDaniels, president of the 
Radio-Television Manufacturers’ 
Assn., said here today. 

Speaking before the National 
Assn. of Music Merchants in con- 
vention at the Palmer House this 
week (see other story on Page 2), 
Mr. McDaniels said production of 
television sets dropped from 218,- 
000 a week last November to 13,- 
000 for the week ending July 6. 
Inventories for the same period 
have climbed steadily, he said, and 
on July 6 they were 740,000, or 
almost 15 times the November fig- 
ure. 

Despite the gloomy production 
and inventory figures, Mr. Mc- 
Daniels was optimistic about the 
outlook for the next six months. 
“I think that business will im- 
prove this fall and winter,” he 
asserted. “We are at bedrock now 
and there’s no place to go but up.” 


s He predicted that Congress will 
require the Federg!l Reserve Board 
to reduce the down payment on 
television sets from 25% to 15%. 
He also predicted that “despite 
growing limitations on civilian 
uses of raw materials, the industry 
will be able to manufacture as 
many television sets as the market 
will absorb before the end of the 
year, unless more severe shortages 
develop.” 

Mr. McDaniels said the freeze 

(Continued on Page 4) 


Last Minute News Flashes 


Fels Names McKee for New Liquid Detergent 
PHILADELPHIA, July 20—Fels & Co., which makes Fels-Naphtha soaps 
and soap chips and Felso detergent, has appointed McKee & Albright, 
Philadelphia, to handle advertising for a new liquid detergent, tenta- 
tively named Rol, currently being tested in several markets. H. H. 
DuBois Inc., Philadelphia, handles other Fels products. Pine Bros., 
Philadelphia, has switched its glycerine tablets account from McKee 


& Albright to Young & Rubicam. 


Philco Sets ‘Old Refrigerator Derby’ 

New York, July 20—Next week consumers across the country will 
be invited by Philco Corp. to participate in an Old Refrigerator Derby, 
in which more than 1,000 prizes will be given away. Starting July 23, 


the derby aims to build prospect 


lists for Philco retailers by having 


old refrigerator owners register them (as well as name and address) 
with their local dealer. The oldest running models—regardless of 


brand 


will receive prizes ranging from $439.95 refrigerators to table 


model radio-phonographs. Promotion will be through the Don McNeill 
radio and TV shows, and full-page and 1,000-line newspaper ads in 
every principal city. Hutchins Advertising, Philadelphia, is handling 


the drive. 


Samson Folding Furniture to Maxon 

Detroit, July 20—Maxon Inc. has been named to handle advertising 
for the Samson Folding Furniture and Public Seating division of 
Shwayder Bros. Inc., Denver and Detroit. This is the third account 


added by the agency this month 
Car Co. and Mohawk Carpet (AA, 


, the others being Packard Motor 


July 9). 


(Additional News Flashes on Page 59) 
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-.. Fair Traders Rally on Some Fronts, 
~. Run into Danger on Several Others 


McKesson Sues Charmley; 
Hamilton Fights Klein; 
Straus Attacks BBB 


New York, July 19—The fair 
traders, who have been wandering 
dazedly since the Supreme Court 
decision blew up in their collective 
faces, had something to cheer 
about this week. 

Macy’s and Gimbel’s, the stores 
generally regarded as having pre- 
cipitated the price war in June, 
were under investigation by the 
Federal Trade Commission, acting 
at the request of the Better Busi- 
ness Bureau. 

Litigation was in progress in 
New Jersey. McKesson & Robbins 
was suing Charmley Drug, in a 
case which might demonstrate 
whether acceptance of fair traded 
goods could be considered equiva- 
lent to acceptance of a contract. 
If McKesson wins the case, it 
might well set a pattern for future 
distribution in the drug business 
and outside it. 

In New York, Hamilton Watch 
Co. was moving for an injunction 
against S. Klein, the mammoth 
pipe-rack store on Union Square, 
to prevent the store from selling 
its watches. 


@ On the other hand, the fair 
traders were warned during the 
week that the Department of Jus- 
tice would prosecute evaders of 
the Supreme Court ruling. Atty. 
General J. Howard McGrath said 
flatly that these dodges would lead 
to criminal action. (For details see 
story on Page 36.) 

In the McKesson & Robbins vs. 
Charmley case, no action was like- 
ly for three weeks while the de- 
fendant prepared an answer. The 
drug wholesaler had stamped on 
all invoices the following condi- 
tion: “Purchaser, by accepting de- 
livery from seller of any fair 
traded commodity, agrees not to 
resell such commodity, by direct 
or indirect means, at less than the 
prescribed net retail minimum 
price published by the producer 
or distributor whose brand or 
name appears on the commodity. 
This agreement is not applicable 
to sales in non-fair trade states or 
District of Columbia.” 


@e Charmley Drug, in a letter 
signed by William Wolf, president, 
which bore all the marks of intent 
to establish a test case, replied 
that “I have accepted delivery of 
this merchandise but wish to ad- 
vise you that your fair trade 
agreement as set forth on the in- 
voices and in your notices does 
not bind us and is illegal. There- 
fore, we are at liberty to sell the 
merchandise below fair trade 
prices.” 

The Charmley case covers John- 
son & Johnson. At least seven 
manufacturers have entered into 
fair trade contracts with McK&R. 
They are: McKesson & Robbins 
Laboratories; Jules Montenier 


Inc.; Remington Rand Inc., elec- 
tric shaver division; Johnson & 
(Continued on Page 58) 
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Fall Outlook Is One of Inflation, 
Record Consumer Demands: Lamb 


Civilian Output Won't 


changes nothing in this respect.” 


an average annual rate of $208,- 
200,000,000. Next fall spendable 
income will average close to $230 
billion, he asserted. 

“In other words, for every $10 
consumers had available to spend 
or save in fall 1950, they’re going 
to have $11 available in fall 1951. 


Advertising Age, July 23, 1951 


cussing industry problems with 
manufacturers represented at the 
show. 

And manufacturers indicated 
that, on the whole, they are most 
concerned with heavy inventories 
at the distributing and retail level, 
inasmuch as they can’t move their 


» He predicted that no serious Sales of department store type own stocks until retailers and dis- 

3 Be Hurt, Parrish Exec damage will be done to civilian goods are going ahead 10% or 11% tributors move theirs. 
i. Tells Music Merchants production as defense production is this fall,” he predicted. “For every However, many manufacturers 
stepped up and total industrial $10 worth of merchandise the took the opportunity to introduce 
é Curcaco, July 18—The fal] Production rises to an alltime high average store sold last fall, it will new fall lines at the show. Among 
N months will bring record consumer uring fall 1951. sell $11 worth this fall—and the those displaying new models were: 


demand for goods and strong infla- 
tionary pressures in the economy, 
James R. Lamb, sales manager of 


e “As we approach full or over- 
full employment, it becomes hard- 


store that works right and hard 
enough at it will get it up to $11.50 
or $11.75.” 


Magnavox Co., Starrett Television 
Corp., Pilot Radio Corp., Strom- 
berg-Carlson Co., Sheraton Tele- 


Amos Parrish & Co., New York er and harder to push up produc- vision Corp., Sylvania Radio & 
marketing counsel, told the Na- tion,” he declared. “By December, @ Television sets, Mr. Lamb said, t!PS—Set for national distribution after Television division, and CBS-Co- 
; tional Assn. of Music Merchants’ 1951, the index of industrial pro- will be one of only a few things © '®* Series are these disposable cigaret jumbia Inc., which scheduled daily 
50th anniversary convention at duction should reach an alltime that won't sell in greater volume Relders which soll sin for 23¢. Guive demonstrations of its color TV re- 


the Palmer House here Monday. 
Mr. Lamb discredited talk of a 
recession, asserting that the coun- 
try is in “only the first stages of 
a defense boom and smack in the 


high level of 119% more than the 
1939 base. But, of this, about 17% 
or 18° will be going for defense 
and there will be a slight drop in 
total output for civilians. We don’t 


this fall than last. Although pro- 
duction cutbacks are part of the 
reason for this, he said, “much 
more fundamental is the fact that 
last fall’s sales were fantastically 


Filter Tip Corp., Elmira, N. J., is the man- 
ufacturer. 


The fall season will be some- 
thing of a paradox, he concluded. 


ceivers. 


Insecticide Promotion Set 


Kenneth Rader Co. has sched- 
uled an expanded advertising pro- 


middle of a private investment foresee any serious shortages of high and nothing short of a repeat “We will have inflation, but we gram for Chemical Specialties Co., 
boom. That spells inflation—not civilian goods this fall,” he added. on panic buying could help the Will also have plenty of almost all Noy york. manufacturer of Dro 
ee recession or depression,” he said Last fall, Mr. Lamb continued, average store to match them or Civilian goods. Competition for jnsecticides. Twice-weekly inser- 
‘The Korean truce, if it comes,’ spendable income was running at nearly match them this fall.” business will be strong. It will tions of 30 lines will be used 


$ 


' 


§ Low-cost 1-paper coverage 


be a time for aggressive merchan- 
dising and aggressive selling. It 
will not be a time for taking it 
easy.” 


e Mr. Lamb spoke at the opening 
day luncheon of the four-day 
music industry and trade show, 
sponsored by the NAMM. The 


through the summer in 112 east- 
ern newspapers. In addition, win- 
dow and counter displays and 
door-to-door coupons are being 
used. 


Five Papers Join BotA 
Five newspapers have joined the 
Bureau of Advertising, American 


a show attracted an estimated 8,000; Newspaper Publishers  Assn., 
; music retailers, wholesalers and bringing total membership to 
manufacturers. Among the new) about 1,000. They are: Reporter- 


of a “high-spot” 
Michigan market! 


Kalamazoo is a Sales Management 
“high-spot” Michigan market that 
rates an “A” on any advertiser's 
schedule. Nothing saturates a market 
like a good newspaper . . . and the 
Kalamazoo Gazette really pours it 


the rest of the 200,000 trading area. 


The Booth-published Kalamazoo 
Gazette is one of the lowest rate- 
per -line-per-thousand papers in 
America. Don't forget . . . you 
can select your markets with news- 


items exhibited for the first time 
were: 

General Electric Co.’s translator 
unit which will enable TV sets to 
receive ultra high frequency tele- 
casts; Sylvania Radio & Television 
division’s Halolight TV screen 
(AA, July 16); Revere Camera 
Co.’s tape recorder, which features 
full two-hour recordings on a 5” 
spool; Story & Clark Piano Co.'s 
“ranch piano,” complete’ with 
carved steer head on the music 
panel and ranch brands carved 
into the sides, and Hoffman Radio 
Corp.’s specially designed 20” TV 
sets, for home installation in walls, 
etc. 


@ Television selling and buying 
between manufacturers and retail- 
ers was not expected to be much 
in evidence at the meeting this 
week. For the most part, buyers 
were more concerned with obtain- 
ing market information and dis- 


News, Abilene, Tex.; Herald, Big 
Spring, Tex.; Eagle, Claremont, 
N. H.; News & Journal, Daytona 
Beach, Fla.; and News, Paris, Tex. 


‘Times Union’ Boosts Price 


The Times Union, Albany's only 
morning newspaper, raised the 
price of its Sunday edition from 
15¢ to 20¢ July 15. An announce- 
ment said the increased price was 
necessary in view of constantly 
increasing costs of newsprint and 
other materials and services. 


Bendix Names Joseph Smith 

Joseph E. Smith, formerly on 
the editorial staff of the News-Dis- 
patch, Michigan City, Ind., has 
been named manager of Bendix 
Home Appliances’ news bureau, 
South Bend. 


Moran Agency Moves Offices 

Bruce Moran & Co., Atlanta 
agency, has moved to new quar- 
ters at 9 Baltimore Pl. 


on . .. 34,534 copies for 35,005 
families in the county . . . plus 
heavy merchandisable coverage of 


papers. Select a Booth market and 
you get a great market and a 


great paper! 
a 43,902 daily net paid 


Get your FREE copy of 
detailed replies from 1556 
daily newspapers in the U. S. 


*Run-of-paper 


Lake Shore 


The John E. Lutz Co.; 
435 N. Michigan Avenue 
Chicago 11, lilinois, 
Superior 7-4680 


| Kalamazoo Gazette 


one of & Booth Michigan newspapers 


tio E, dnd Street 
p . 420 
ke For further facts, call— New York 17, New York; 


Murray Hill 6-7232 
WEW YORK « Reilly Electrotype Div. 

DETROIT + Michigan Electrotype & Stereotype Div. 

LOS ANGELES - Reilly Plastictype Div. 

SAN FRANCISCO + American Electrotype Div. 
INDIANAPOLIS + Advance Independent Electrotype Div. 
ELKHART + Advance Independent Electrotype Div. 

NEW HAVEN + New Hoven Electrotype Div. 


ELECTROTYPE CO. 
1224 W. VAN BUREN ST. + CHICAGO 7, ILL. 
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Nearly Yath of Family Circle's 
3,000,000 readers represent growth 
in the past year 


712,932 HOUSEWIVES BECAME FAMILY CIRCLE READERS 
WITHOUT COUPONS, CONTESTS, SPECIAL OFFERS OR SUBSCRIPTIONS 


A glance at our A. B.C. statement tells you Family Circle has only “newsstand” 
sales. So you know that housewives step up and buy Family Circle every month in 
their favorite chain grocery stores. These housewives are offered no special induce- 
ments-to-buy, no subscriptions—only a magazine edited to mect their homemaking 
needs. That so many more housewives have become readers proves Family Circle pro- 
vides what women want in a service magazine. 


Service Features Are Half Of Family Circle’s Editorial Content 


Family Circle is edited for the woman who does her own shopping, cooking 
and housekeeping. Our editors give her a balanced dict of service features and general 
features, including fiction, how-to-do-it, movies, travel, hobbies and others. That our 
readers are requesting service material at the rate of close to a million pieces a year 
proves they like what our editors serve up. Compare Family Circle's service feature 
content to other women's service magazines. 


Comparison Of Service Features* In Women’s Service Magazines : 


JANUARY — DECEMBER, 1950 JANUARY — JUNE, 1951 
SERVICE = */, TOTAL SERVICE =, TOTAL 
PAGES = EDITORIAL PAGES —- EDITORIAL 7 
Good Housekeeping 1,069.0 6i% 524.0 60% y 
Family Circle 4128 50”, 2346 sor, : 
Woman's Home Companion 506.8 49% 255.6 50% 
McCall's 429.2 44% 215.7 44% 
Woman's Doy 4757 43% 225.2 42% 
Lodies’ Home Journal 364.3 32% 167.7 30% 


“Feed, fashions ond needlework, child core equipment, decoration health ond beauty Source Lioyd H Hall (o 


May, 1951, Issue Increases Approximately 38% Over Last May 


may, 1950 2,169,214 ABC 


may, 1951 3,000,000 APPROXIMATE NET PAID 


Of these 830,786 copies, only 117,854 represent first month circulation through 
addition of new distributing chains. The rest is circulation growth, a sure sign that 
housewives like Family Circle Magazine. Recent surveys have shown that 75% of 
our readers buy 4 out of-4 consecutive issues! . 

Our readers tell why in their letters to our editors. From all over the country, 
a steady stream of mail says, “We can hardly wait till the next issue comes to our store” 
..." Your magazine has so many things of interest in it’..."The fiction is wonderful 
and the homemaking articles are both helpful and practical”... and, always, “I hope 
you can continue to give me so much magazine valuc.” 

You who advertise products sold in chain grocery stores, remember 3 million 
housewives buy Family Circle in the same stores that sell your products. To reach these 
housewives, every one a potential customer for your product — advertise in the maga- 
zine they like and buy. Advertise in Family Circle, where every impression counts. 


National Or Sectional Coverage To Match Your Distribution Pattern 


Because Family Circle's 47-state 
circulation is available as a national 

unit or in any combination of 18 sectional 
editions, your advertising coverage 
exactly parallels product distribution. 
Current sectional circulatiin 

guarantees are shown on map. 


OW GUARANTEEING 3,000,000 COPIES @ 


FAMILY CIRCLE MAGAZINE - New York - Chicage - San Francisco »- London 
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Char-Lynn Expands Markets 
Char-Lynn Co., Minneapolis 
manufacturer of hydraulic farm 
equipment, 
and advertising, beginning with 
July insertions in 21 
tional and Canadian farm papers 
coast to coast. The company is - 
using cooperative ads, direct mai] 0" TV station construction 
to distributors and 
display materials. Wm. L. 
Advertising, 
agency 


Baxter unless the present 


aaa — ——j|the FCC's 
channels. 


this year,” he continued, 


itself be tremendous 


wide television service, 


crease TV 
many 


program 
areas now 


state, sec. Lelevision Output 


es “For it will be the first 
toward establishment of a nation- 50° the new 
and will 
open many new TV areas and in- 


McDaniels Sees Four 
is expanding its sales Factors Influencing 


(Continued from Page 1) 


sales Mand 


fect of such action by the FCC on are 
the morale of the industry will in 


facilities in| Michael Shore Advertising is the agency 
inadequately | 


step 


our market greatly.’ 

In reviewing the present color 
television situation, Mr. McDaniels tions 
said 50,000 color television receiv- Houston. 
ers will be produced this year Gregory, 


25,000 by CBS-Columbia and the Seneral manager 
“should remainder by 
dealers and_| be lifted by early 1952 or sooner,” | ers.” 
inquiry 
Minneapolis, is the comes entangled in a threatened 

snarl over legal interpretations of | ties and on the availability of color On Aug. 
authority to allocate 


“other manufactur- 
The success of color, he in- 
be- dicated, hinges largely upon the 
improving of broadcasting facili- 


viewing devices. into its 


“The opinion that manufactur- Louisiana. 
“While the lifting of the freeze ers will boycott the [CBS] field 

on VHF station construction and 

the opening of UHF channels to, he said. 

telecasting cannot boost set 


sequential system is nonsense,” 
“Whenever a public de- 


arises, our 


particularly 
new product at this time.” 


Post July 


1 


industry will the Chicago 
“the ef- meet that demand. Manufacturers Thompson 
interested in a to join Young & Rubicam, Chicago, 
where she will supervise publicity 


Co., 


on several] accounts. 


Muntz TV Signs on KTTV 


“I Want to Get Mar- 


ried” show over Station KTTV, 


telecast Tuesdays, 9-9:30 p.m. William 


agency 


has 
Advertising 
and merchandising and 
promotion counsel. 


served, all of which will expand Agency Formed in Houston 


Gregory-Giezendanner Co., gen- 
eral advertising and public rela- 
firm, has been n 
Principals are: 
who resigned as v. p. and 
of the Houston 
after more 
years with that newspaper, 
Charles J. Giezendanner Jr., 
operated Giezendanner Co. agency 
in Houston for the past 14 years. 
1 the agency will move 
own building 


Gladys Blair Joins Y&R 

Gladys Blair has resigned from 
of J. Walter 
effective 


Muntz TV, Chicago, will spon- Ciner Names Wilbur Agency 
Ciner Mfg. Co., New York man- 
ufacturer of pearls, compacts and 
Los Angeles. The program will be costume jewelry, i 
Wilbur 


: “iste by TIME! 


e. 
wk 


Fi - 


5 NEW YORK + BOSTON 


$T. LOUIS 


He SORG PAPER COMPANY - 
Manufacturers of Printing and Specialty Papers 
SALES OFFICES AND REPRESENTATIVES IN 


Even the weor and tear that a permanent document 
tolder has to take, holds no terrors for Sorg’s Cream 
or White Sorex, No.1 Jute Document, or Equator index 
Bristol, For, with the versatility born of 99 years of 
quolity papermaking, Sorg has given these fine tag 
papers the strength necessary for the hardest usage. 
With the same versatility Sorg can provide you with a 


paper tailor-made to your requirements—for printing, . 


converting or fer fabrication. 
Middletown, Ohio 


PHILADELPHIA. - 
LOS ANGELES 


CHICAGO 
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O’Mara & Ormsbee 
Shifts Five Execs; 
Doig is New Head 


New York, July 19—O’Mara & 
Ormsbee, newspaper representa- 
tive, has announced a shift in the 
executive responsibilities of five 
of its officials. 

Leslie H. Brownholtz, formerly 
president, will move from New 
York to San Francisco in Septem- 
ber to become v.p. in charge of 


L. H. Brownholtz 


J. R. Doig 


Pacific Coast operations. 

J. Rufus Doig, v.p. and sales 
manager in New York for the 
past five years, will succeed Mr. 
Brownholtz as president. 

John W. Eggers, formerly Pacif- 
ic Coast manager, will move to 
Doig. 
McLean, who joined 
the company in 
Chicago in 1939 
and moved to 
New York five 
years ago, has 
been appointed 
assistant sales 
manager. 

Charles L. Hea- 

ly, currently with 
& the company’s 
Chicago office 
and formerly in 
Detroit, has been 
named assistant manager of the 
Chicago office. 

Mr. Doig ioined O’Mara & Orms- 
bee in San Francisco in 1928. In 
1936 he took charge of the Los 
Angeles office, and returned to 
San Francisco as Pacific Coast 
manager in 1940. In 1945 he be- 
came sales manager in New York. 

He was elected a v.p. and di- 
rector in 1946 when he, together 
with Mr. Brownholtz, Preston C. 
Roberts, now v.p. and director 
in Detroit, and Kenneth Dennett, 
v.p. in charge of the Chicago of- 
fice, purchased the 45-year old 
firm. 


New York to replace Mr. 
Richard M. 


! 


J. W. Eggers 


Druggist Trade Book Issued 

A new edition of the American 
Druggist Trade Directory has been 
published by American Druggist, 
572 Madison Ave., New York 22. 
In addition to general information 
about personnel and offices of 
companies connected with the 
drug industry, suggested days and 
hours for salesmen to call on buy- 
ers are included in the book. The 
price is $5. 


Irvington Varnish Boosts 3 

E. A. Freiburger, formerly sales 
service manager, has been ap- 
pointed general sales manager of 
the coating division of Irvington 
Varnish & Insulator Co., Irvington, 
N. J. J. H. Rooney has been pro- 
moted to sales service manager 
succeeding Mr. Freiburger, and 
James D. Smith has been named 
varnish sales manager. 


Retail Ad Book Published 

“Retail Advertising for the 
Small Store,” a_ textbook of 
theory and practice, has recently 
been published by Prentice-Hall, 
New York. Written by Phillip 
Ward Burton, professor of adver- 
tising at Syracuse University, the 
book sells for $6.70. 


| Mactadden Names Segman 

Harriet Segman, formerly man- 
|aging editor of Haire Publica- 
tions’ Cosmetics & Toiletries, has 
| been named beauty and fashion 
editor of Macfadden Publications’ 
| True Story Women’s Group, New 
York. 
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Your assurance of better store display, 


larger inventories and faster turnover— 


The Chicago Tribune 


THE GROWING TREND among re- 
tailers to pare lines to fewer brands 
presents a major problem for man- 
ufacturers. Coupled with the in- 
creasing share of the market en- 
joyed by chain and private labels, 
the movement requires aggressive 
action towards building a strong 
consumer franchise if you are to 
get the volume you want. 

If your efforts to open and ex- 
pand distribution are bottle-necked 
by retail practice, you will be in- 
terested in a proved procedure de- 
veloped by the Chicago Tribune 


Chicago 
A. W. Dreier 


New York City 
E. P. Struhsacker W. E. Bates 
1333 Tribune Tower 220 E. 42nd St. 


B 
PR Werte 
Lae Pe i> y 
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from first hand knowledge of sell- 
ing and advertising in Chicago. 
Integrated with retail thinking 
and store operations, the Tribune 
plan earns better shelf position and 
store display for your brand. It re- 
sults in greater productivity from 
your salesmen and larger orders 
without resort to special discounts, 
deals, premiums or price cuts. 
Because it gets for your brand a 
greater share of the day-to-day 
buying of consumers it builds for 
you a market position strongly re- 


sistant to competitive selling. Ut 


Chicago Tribune 


THE WORLD'S GREATEST 


CHICAGO TRIBI/NE REPRESENTATIVES: 
Detroit San Francisco 


Penobscot Bidg. 155 Montgomery St. 


NEWSPAPER 


meets today’s conditions and serves 
as a sound basis for future expan- 
sion. Rich in results in Chicago, the 
plan can be set up in any market. 

Here is the kind of a specific pro- 
gram that makes sense to the execu- 
tive who seeks a constructive 
method that will build high annual 
volume and contribute to continued 
company growth and financial suc- 
cess. A Tribune representative will 
be glad to discuss this consumer- 
franchise plan with you. Ask him 


to call. 


Los Angeles 


Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 


1127 Wilshire Blvd. 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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Strawbridge Promotes Segui 

Paul Segui, art director of 
Strawbridge & Clothier, Philadel- 
phia department store, has been 
promoted to ad manager, replac- 
ing Mrs. Sophie Mitchell, who re- 
signed. 


Ostby Named Don Lee V. P. 

Norman J. Ostby, sales service 
manager of Don Lee Broadcasting 
System, has been promoted to v. p 
in charge of station relations. 


S1MPSON-REILLY, LTD. 
Publishers Representatives 


SINCE 


19268 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


Plan March of Time 
Films for TV Only 


New York, July 18—In the fu- 
ture, “The March of Time” will 
concern itself mainly with televi- 
sion, Roy E. Larsen, president of 
Time Inc., has announced. 

After the completion of three 
documentaries on Morocco, Iran 
and Formosa this fall, the company 
will devote most of its facilities 
to television productions. Rising 
costs—offsetting increased sales— 
were blamed for the move. 

The “March of Time” series has 
been featured in motion picture 
theaters for 16 years; since 1942 it 
has been distributed by 20th Cen- 
tury-Fox Film Corp. Production of 
special films such as “The Golden 


and 
films such as “Modern Arms and 
Free Men” and commercial films 
will continue, Mr. Larsen said. 
For television, the company has 


Twenties” feature length 


produced “Crusade in Europe” 
and “March of Time Through the 
Years.” Next on the TV time ta- 
ble is “Crusade in the Pacific,” a 
companion series to “Crusade in 
Europe.” 


Burry Appoints Bothwell 

Burry Biscuit Corp., Elizabeth, 
N. J., has appointed W. Earl Both- 
well Inc., New York, and its af- 
filiate, Hamilton Advertising 
Agency, Chicago, to handle its ad- 
vertising. The account will be 
serviced by Bothwell’s New York 
office. The account formerly was 
handled by Clements Co., Phila- 
delphia. 
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Senate Committee Bill Boosts First Class 
Mail to 4¢; Second Class 10% for 3 Years 


WASHINGTON, July 18—A month 
ago—in its June 18 issue—Apver- 
TISING AGE reported that ultra- 
secret sessions of the Senate postal 
committee had drafted a new post- 
al rate bill which included a 4¢ 
rate for first class mail. 

“The bill also includes,” the AA 
story under dateline of June 15 
said, “an 8¢ rate for airmail, a 2¢ 
postcard, a 30% increase on pub- 
lishers’ second class in three an- 
nual 10% steps, and an immediate 
increase in bulk third class to 
1%¢, plus a further increase to 
l'e¢ next year.” 

Yesterday the Senate postal 
committee approved exactly such 


“They spend the most 


where the most is spent” 


Copyright 1051 
The New Yorker Magazine 


Over 82% of THE NEW YoRKER'S circulation is concentrated in the areas in which all 


U.S. Television Stations are located. Repeated checking of charge accounts shows 


NEW YORKER subscribers to be among the best customers of the best stores in these 


television areas. Readers of THE NEW YORKER are 


the first to buy the things that make life more 
interesting. They are the perfect prospects for 
all luxuries. They are not afraid of price tags. 


They spend the most where the most is spent. 


THE 


NEW YORKER 


No. 25 WEST 43nv STREET 


NEW YORK, 18, N. Y: 


SELLS THE PEOPLE 


OTHER PEOPLE FOLLOW 


a bill, aimed at increasing postal 
revenues by about $300,000,000 a 
year, enough to meet proposed 
postal wage increases, and to make 
a sizable dent in the postal deficit, 
which is expected to hit $570,000,- 
000 this year. 


@ The committee-approved bill al- 
so provides for lowering the spe- 
cial delivery charge from 23¢ to 
20¢. 

More important, the Senate com- 
mittee’s bill would rescind the Post 
Office Department's order of April 
30, 1950, curtailing postal service, 
and would prevent any increase in 
the mailing rates on books. The 
latter section would nullify a re- 


, cent Interstate Commerce Commis- 


sion ruling which sharply in- 
creased the rates on fourth class 
bulk mail, including books. 

Senate committee approval of 
an increase in first class and air- 
mail rates is in direct conflict with 
the position of the House postal 
committee, which said a month ago 
that first class was still paying its 
way, and that the same was ap- 
parently true of airmail 


@ The 10% a year for three years 
increase in second class provision 
in the Senate committee bill, plus 
introduction last week of a similar 
bill in the House by Rep. Hagen 
(R., Minn.) (AA, July 16), indi- 
cates a strong likelihood that both 
houses will adopt this rate, rather 
than the 20% a year for three years 
increase written into the original 
House measure 

The Senate bill, coupled with the 
Hagen bill in the House (which 
was accompanied by a minority 
postal report signed by Mr. Hagen 
and seven other members of the 
postal committee), both point 
toward the strong probability that 
there will ultimately be a long- 
range investigation of postal oper- 
ation and accounting procedure. 


Mellor Is Jones & Lamson 
Advertising Manager 

Jordan D. Wood has joined 
Jones & Lamson Machine Co. as 
public relations manager and was 
not given the post in addition to 
that of advertising manager, as 
incorrectly stated in the July 9 
ADVERTISING AGE 

Desmond Mellor has been and 
will continue as advertising man- 
ager of the company. 


Johnson to Needham, Louis 

Walfred C. Johnson has fol- 
lowed the Ken-L-Products ac- 
count from Ruthrauff & Ryan to 
Needham, Louis & Brorby, Chi- 
cago. He will continue as its ex- 
ecutive, after ten years at the 
post with R&R. 


KBIS Names Tracy Moore 

Station KBIS, Bakersfield, Cal., 
has named Tracy Moore & Assovi- 
ates, Hollywood, its Pacific Coast 
representative. 
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Your advertising dollar goes further on NBC | 
Pacific Coast Network —tells your story ; Bm, 
to more people for less money Pt 

than any other advertising medium! oe 


The pulling power of Radio means just one thing to ae 
the man who pays the bill: sales results! 
And if your product or service has mass appeal, you or 
can’t buy better than NBC Pacific Coast Network. This . 
network now reaches up to 83.5°% of all radio homes on 
the Pacific Coast. os 
What’s more, your advertising dollar now goes further : 
on NBC Pacific Coast Network. Cost per 1000 homes ce 
is down 15% for nighttime, compared with 1944...day- = ae 


time is down 33%! =e 
To reach the 14,486,527 people who live, work, play a 


and buy on the Pacific Coast, your best medium is NBC 
Pacific Coast Network. Choice network time is available 
on NBC Pacific Coast Network. For details, consult your 


nearest NBC Sales Office today. 
Still your best bet to tell ‘em and sell ‘em! | as 
ye. 
WESTERN NETWORK - NATIONAL BROADCASTING COMPANY ug 


HOLLYWOOD - SAN FRANCISCO - CHICAGO - NEW YORK - 4 Division of Radio Corporation of America x 
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y Newsprint Use in porting to ANPA. This was an s . on the program. fame as a daytime radio performer, 
increase of five days’ supply as aylime | e0 This will be preceded by a 30- will give his fans a reason for 
June Drops Again compared with the end of May. minute program, emceed by Den- turning on their TV sets in mid- 
There were 30 days’ supply at nis James. morning come September. When 
i New Yorx, July 19—-Consump- the end of June, '50, and 39 days’ Fare to Include A TV-made artist, Mr. James he returns to his heavy AM-TV 
i tion of newsprint declined in June, supply at the end of June, °49. is no newcomer to the daytime schedule on Sept. 24 after a short 
. the second consecutive month this Total estimated newsprint con- schedule, having been seen in vacation, the redhead is expected 
re vear to show a decrease, American sumption in the U. S. for June M T S “Okay Mother” over DuMont for to simulcast his daily 75-minute 
Newspaper Publishers Assn. said was 477,548 tons, which includes any op tars some time under the sponsorship show. 
q today in reporting on current con- all kinds and uses of newsprint. of Sterling Drug. “Okay Mother” This big deal, which involves 
sumption For the first six months of 1951 (Continued from Page 1) has received a cancelation notice six advertisers, is in the final plan- 
Daily newspapers reporting to it is estimated at 2,948,741 tons. and Don Ameche. One of the first from Sterling. ning stages. 
the association consumed 365,324 During the first six months of leading motion picture performers Other daytime plans for Ameri- 
tons of newsprint in June, com- ‘51, reporting newspapers used to switch most of his attention to can are in the formative stage. At @ Columbia already boasts two 
pared with 376,482 tons in June, 2,255,787 tons of newsprint, a de- TV, Mr. Ameche currently is spot- this writing, ABC opens its video pace setters in the daytime pro- 
1950, and 349,944 tons in June, crease of 0.1% under the first six lighted in Packard Motors’ “Play- network at 5 p.m., EDT, Monday gram sweepstakes. One of the top 
1949. This is a decrease under months of ‘50 and an increase of house,” televised Thursday night through Friday, earlier hours be- raters in the field is comedian 
June, 1950, of 3% and an increase 6.4% over the corresponding peri- over the same network. ing devoted to local programming. Garry Moore, who gave up radio 
over June, "49, of 4.4%. There were od of ‘49. There is some indication that the for television and finds that it 
four Sundays in June of each of @ The Langford-Ameche telecast network will decide to extend its pays. His across-the-board hour 
the three years Cal Morris Joins Spector will premiere Sept. 10 at 12 noon, programs backward into the morn- show is continuing throughout the 
Cal ‘Morris, formerly manager EDT. Fifteen-minute segments are ing —with station clearance as a/| Summer -the top man Is taking a 
ws Stocks of newsprint on hand of program vessareh for Mational | Ceine offered to sponsors at a factor in mind, no doubt—and short vacation—with six sponsors 
and in transit at the end of June Broadcasting Co., has joined Ray- ©°St of $2,500 each, with discounts reserve a sizable amount of after- | (Best Foods, Hansen's Laborator- 
were 38 days’ supply for the aver- mond Spector Co., New York for multiple purchases by a single noon time for local fare. ies, Procter & Gamble, Quaker 
~ age of all daily newspapers re- agency, in an executive capacity. company. Advertisers will rotate Arthur Godfrey, who rose to Oats, R. J. Reynolds Tobacco Co. 
iY = and Standard Brands). There are 
> a couple of availabilities, but by 
é fall the network expects it to be 
- a sellout. 
- CBS also has high hopes for 
Steve Allen as sponsor bait now 
that the ball has been started roll- 
r (| ing by Procter & Gamble, which 
: signed to televise two 15-minute 
portions of his mid-day show. Now 
60 minutes Monday through Fri- 
day, this program will be cut to 
ey 45 in August to make room for a 
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Salt Lake City 
DESERET NEWS, GAINS 


Look what has happened in the great Salt Lake- 
Mountain West market during the year ended 
March 31, 1951:* 


gritt 


Salt Lake City 
Deseret News 


Salt Lake City 
Newspaper B 


Salt Lake City 
Newspaper C 


new P&G soap opera. 


@ DuMont is in the midst of audi- 
tioning a number of shows for the 
fall daytime lineup, but no defi- 
nite changes have been decided 
upon yet. 

Big news in NBC's fall planning 
for the housewives’ entertainment 
is Rudy Vallee, around whom an 
hour variety show is being built. 
Oct. 1 is the circled date for the 
premiere of this program, but it 
reportedly will not go on the air 
until at least half of the time has 
been sold. 

One 15-minute segment weekly 
will cost $2,000; if bought on a 
five-a-week basis, the price is 
$1,800. 

Mr. Vallee will be followed by 
Ruth Lyons’ “Club 50.” This 30- 
minute program will originate at 
WLW-T, Cincinnati, where Miss 
Lyons has been a favorite for sev- 
eral years. The first sponsor for 
this show is Campana Sales Co. 

Queen of the daytime sweep- 
stakes to date has been Kate 
Smith, who is on vacation. Her 
program—-aired Monday through 
Friday from 4 to 5 p.m., EST—al- 


— .4% (loss) 
—4.9% (loss) 
—6.2% (loss) 
—3.7% (loss) 


— 1.1% (loss) 
— 3.9% (loss) 
—11.6% (loss) 
— 2.4% (loss) 


City Zone 


3.2% (gain) 
6.8% (gain) 
16.9% (gain) 
9.8% (gain) 


ready has a full lineup of adver- 
tisers for fall. This includes a 
number of holdovers from last sea- 
son despite an increase in pro- 
gram cost. Charges for the 1951-52 
season have been set at $3,500 per 
15-minute segment if bought on 


; Trading Zone 
: All Other 
TOTAL 


* 4 a 13 weeks cancelation basis and 
4 $3,000 per 15 minutes if bought 
for a firm 39 weeks. 
Bill Fixing Political Ad 
a ‘ " k c 
Now, more than ever, you can t cover the Salt Lake oten Mauhtnnd tm Minicom 
& Mountain West market without the Deseret News! The Alabama house of repre- 


sentatives has voted 61 to 11 to 
reconsider a bill it had passed to 
regulate political advertising rates 
of newspapers and radio stations. 
Newspaper publishers and radio 
station owners have protested that 
the legislature has no more right 
to tell them what they can charge 


So to help yourself saleswise, direct your advertising 


messages to this prosperous, growing market through 


the prosperous and growing Mountain West's First 


. ‘ , wrominc . vee : 4 
Newspaper. Advertise regularly in the Deseret News than it has to fix fees for doctors 
s : : and lawyers. 
— circulation well over 90,000 and still going up! 
. Buys U. S. Press A 
mr uys VU. ». Press Assn. 
—~ 4 wren Robert N. Taylor, veteran news- 
COLMA paper and advertising man, has 


Publishers’ March 31, 1951 statements bought the 40-year-old, privately 
owned newspaper syndicate, the 


U. S. Press Assn., and its affiliate, 


i : SALT LAKE CITY ice, from the founder, J.B Jonae, 


F ID) IN who remains as editor emeritus. 
: ES lz R IE I [E W assistant advertising manager of 


Serving the Mountain West — Daily and Sunday Falstaff Brewing Corp., has joined 
ig the TV network sales department 


National Representative: Cresmer & Woodward, Inc. of American Broadcasting Co, 


Henry Opperman Joins ABC 
Henry J. Opperman, formerly 


3 New York. 
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COTCHLITE 


REFLECTIVE SHEETING 


- 
pee 
a 


IN ALL 48 STATES “scorcHLITE” Reflective Sheeting is doing 
a stand-out job on traffic signs, making them visible to motor- 
ists in the same shape and color by night and by day. In 
addition it has added new brilliance, new color to roadside 
displays and place-of-purchase signs. 

These amazing signs need no wiring or electrical mainte- 
nance, use no current, bulbs or batteries, have no mechanism 
whatever. Year after year they deliver their message with 
unequalled IMPACT. 


FEWER NIGHTTIME ACCIDENTS, free ad- 
vertising, better public relations when truck 
fleets are reflectorized with “‘scoTCHLITE”’ 
Sheeting. Reproduce names, emblems, 
trademarks in full color! 


The “SIGN OF SUCCESS” sells day and night 
at less cost per reader than ordinary signs 


SPECTACULAR AT NIGHT... brilliant in 
daylight. Roadside bulletins and place-of-pur- 
chase signs made with “scoTCcHLITE”’ Reflective 
Sheeting put on an exciting display of vivid color 
for every motorist on the road. These sparkling 
new signs get attention every time . . . present 


your selling message with a 24-hour-a-day 
IMPACT no other signs can match. 


INEXPENSIVE, TOO! No costly illumination or 
maintenance . . . car headlights kindle these signs 
into a mass of glowing color. Motorists begin 
watching your board as far as half a mile away! 

Want more details on what the “SIGN OF 
SUCCESS” can do for you? See your local sign 
plant or write today to Dept. AA71 , Minnesota 
Mining & Mfg. Co., St. Paul 6, Minn. 


TYPE Non-illuminated Muminated a ane” 
Cost Per Month $10 $20 $13 
Visibility 12 hours 18 hours 24 


(6 AM.—6 P.M.) (6 AM.—Midnight) (6 AM.—6 AM) 


) REFLEC 


Exposed Circulation 


Per Month 137,500 


196,500 


213,500 


SUCCESS SHEETING - 


Cost Per M 7¢ 10¢ 


6¢ 


THE SUCCESSFUL MEDIUM used by successful 


“THE SIGN OF SUCCESS” gives you the largest number of lookers over 


the longest period of time at the lowest cost per looker. 


businesses all over the country. 


Made in U.S.A. by MINNESOTA MINING & MFG. CO., 
St. Paul 6, Minnesota, also makers of “‘Scotch’’ Brand Pressure- 


sensitive Tapes, “Scotch” Sound Kecording Tape, “ 
Rubberized Coating, “‘Safety-Walk" Non-slip Surfacing, “3M” 
Abrasives, 3M" Adhesives. General Export: Minn. Mining & 
International Division, 270 Park Avenue, New York 


NIGHT AND DAY, these signs bring you more readers at lower 
cost than any other sign. Roadside advertising at its best! 


Mfg. Co 
17, N. Y. In Canada: Minn. Mining & Mfg. Co. of Canada, Ltd., 
London, Canada 


DOLORES 


RESTAURANT 0 DRIVE IN 
FINEST IN THE SOUTHWEST 


PLACE-OF-PURCHASE signs in sparkling 
“SCOTCHLITE”’ Sheeting are a constant 24- 
hour-a-day reminder to the motoring pub- 
lic—tell who you are, where you're located, 
what you have to sell. 


AUTHORIZED 
SERVICE 


wherever the road leads 


ROADSIDE SIGNS made with “scoTcu.irEe”’ 
Reflective Sheeting stay on the job all 
through the night, put on a glorious display 
of sparkling color after ordinary signs have 
faded into the darkness. 


WHEN SECONDS COUNT, the extra warn- 
ing power of “‘scoTcHiite”’ Sheeting is on 
the job guiding and protecting motorists, 
warning of dangerous conditions, over- 
passes, barricades, winding roads. ; 


GUARDS YOUNG LIVES at night. Cam- 
paigns by civic groups in dozens of states 
ave safety-conditioned over 1,500,000 
bikes with “‘scoTcHLite” Sheeting, pre- 
vented countless tragedies after dark. 


RAILROAD CROSSING SIGNS are visible 
for thousands of feet, give motorists extra 
warning even in foul weather. Many rail- 
roads are now reflectorizing passenger cars, 
boxcars, Diesels, wayside signs. 


 * TURN THE PAGE... 
” for more news about "SCOTCHLITE” 
Reflective Sheeting 
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Across America, motorists are noticing a new kind of 
advertising. Along highways, outside business places of all kinds, 
are signs that sparkle in car headlights . 


wiring or mechanism of any kind. 


That’s “‘scoTCHLITE” Reflective Sheeting in action . . . 
the medium used by successful advertisers all over the country. 
Literally, the SIGN OF SUCCESS! 


"IT’S THE MOST VERSATILE sign material 
we've ever used,”’ says Walter Nesper, of 
Nesper Sign Co., Cedar Rapids, Ia. *‘Major 
changes in night-and-day isplays are easy 
with ‘scoTcH.ite’ Sheeting.This Christmas 
panel, for instance, works 24 hours a day 
yet involves no wiring or lighting.” 


Go GREYHOUND 
and RELAX 4. 
os fenget watte wernes 


“PUBLIC REACTION to our signs of ‘scoTcH- 
Lute’ Sheeting has been spontaneous and 

atifying.”” says F. W. Ackerman, presi- 
a of Pacific Greyhound Lines. ‘We have 
received favorable comments not only from 
our drivers and agents, but most impor- 
tant, from the public.” 


"WE ARE CONVINCED,” says Robert S. 
Terrell, advertising manager of Southwest 
Airways Co., “that Southwest's attractive 
signs of ‘SCOTCHLITE’ Sheeting will prove 
to be the most economical and effective 
yet employed for the air transportation 
industry.” 


“THERE'S NO BETTER way to reach motor- 
ists night and day,” says Clyde Rapp, ad 
director of Theo. Hamm Brewing Co., 
St. Paul, Minn. “In every location the 
quality and appearance of these highway 
signs made with ‘SCOTCHLITE’ Reflective 
Sheeting has caused favorable comment.’ 


 gOR MORE NEWS ocbow, 
“SCOTCHUTE” Reflective Sheeting see 
preceding page. 


a ee 


A por -* 
“% 


SIGNS OF SUCCESS 


. bright, colorful signs 
that seem to shine in the dark, yet have no illumination, no 


STORAGE AND MOVING 


“OUR REFLECTIVE SIGNS outpull all other 
media combined,” says Richard LaBelle of 
LaBelle Safety Storage & Moving Co., 
Minneapolis, Minn. Besides bringing in a 
steady stream of customers, these si 
produce letters every month from _ 
advertisers wanting to know what gives the 
LaBelle signs their sparkling brilliance. 


“WE FEEL THAT ‘scorcuuiTe’ Reflective 
Sheeting doubles the value of highway sign 
advertising because it transmits the mes- 
sage 24 hours a day,” says A. A. Anderson, 
resident, G. R. Herberger’s Inc., St. Cloud, 
inn. Many customers of Herberger’ s De- 
partment Store mention that they were 
attracted to the store by these signs. 


It’s “SCOTCHLITE” Sheeting... 
painted with transparent colors! 


= “BOAT! NG- 


NEW LOW-COST WAY to produce colorful 
reflecting signs! You simply paint or silk-screen 
a wide range of transparent colors on a back- 
ground of silver “‘scoTcHLITE”’ Flat-Top Refiec- 
tive Sheeting. These new colors look opaque by 
day. At night they cause headlight beams to 
reflect in color... put on a brilliant show for 
every motorist on the road. 


NEW SMOOTH-SURFACED reflective 
sheeting looks and feels like baked 
enamel. Easy to clean and maintain 
- ideal for reflectorizing truck fleets, 

"s cars, t vehicles. 


PICTURES, TRADEMARKS, emblems of 
all kinds can be reproduced in their 
original colors. Give your outdoor 
signs new life, new vitality with full- 
color reflectorization! 


Roadside signs, place-of-purchase bulletins, 
overhead signs, wall signs, curb signs can now be 
reflectorized at a fraction of the former cost, 
thanks to this simple new system. 

Your local sign plant has full details, or we’ll 
be glad to give you the whole story direct. Write 
to Dept. AA71 , Minnesota Mining & Mfg. Co., 
St. Paul 6, Minn. Today! 


SUCCESS | 


SHEETING 


SIGN of 
4 


USED IN ALL 48 STATES on traffic signs, adver- 
tising displays, trucks and buses, railroad box- 
cars, engines and grade crossings. 


Made in U.S.A. by MINNESOTA MINING & MFG. CO. 
St. Paul 6 Minnesota, also makers of “Scotch” Brand Pressure- 
sensitive Tapes, “Scotch” Sound Recording Tape, “U nderseal”’ 
Rubberized Coating, “Safety-Walk” Non-slip Surfacing, “3M" 
Abrasives, 3M" Adhesives. General Export: Minn rg & 
a oh ‘o., International Division, 270 Park Avenue, New York 

Y. In Canada: Minn. Mining & Mfg. Co. of Canada, Ltd., 
London, Canada. 
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Many Network 
Sponsors Add 
and Drop Shows 


New York, July 18—There are 
no summer doldrums along Radio 
Row as sponsors are busy picking 
up some programs and casting’ 
others aside. | 

Columbia Broadcasting System's | 
faith in the future of West Coast | 
import Steve Allen in daytime TV 
began to show signs of paying off 
as his show snared its first spon- 
sor. Early next month Procter & 
Gamble, through Compton Adver- 
tising, will begin carrying two 15- | 
minute weekly portions of Allen's | 
comedy. Now an hour sustaining 
attraction, Monday through Fri- 
day, the show will be cut to 45 
minutes in August. 

Toni Co. has signed to sponsor 
“Crime Photographer,” alternating 
every other week with the current 
backer, Carter Products. Time on 
CBS-TV—Thursdays at 10:30 p. m., 
EDT—was bought through Foote, 
Cone & Belding 


e Another amateur talent show- 
case will hit the airwaves in Sep- 
tember when Frigidaire division, 
General Motors Corp., through 
FC&B, starts a new TV series over 
CBS-TV. The program will be 
televised Sundays at 6 p.m., EDT. 
Frigidaire, which introduced Bob 
Hope to television audiences, was 
a once-a-month sponsor of the 
“Comedy Hour” (NBC) last sea- 
son. This high-budget package will 
be an all Colgate-Palmolive-Peet 
affair this fall. 

In the radio department, Colum- 
bia sold the Saturday 11:30 a.m., 
EDT, time period vacated by By- 
mart Inc. to Carnation Co., through 
Erwin, Wasey & Co. The program 
has not been decided upon. 

American Broadcasting Co., 
which lost two “Pyramid Plan” ad- 
vertisers—Procter & Gamble and 
Mars—on radio, signed Celanese 
Corp. of America for a high budget 
semi-monthly dramatic show. 
Starting in October, “Celanese 
Theater” will be televised Wednes- 
days at 10 p.m., EST. Cooperating 
in this series will be the Play- 
wrights Co., including such top 


names as Elmer Rice, Eugene 
O'Neill and Robert Sherwood, 
whose works will be featured. 


Ellington & Co. services the Cela- 
nese account. 


@ Hunt Foods gave up three of its 
five 15-minute segments of the 
daytime NBC-TV extravaganza of 
Kate Smith, but they were imme- 
diately snapped up by Bymart 
(Cecil & Presbrey), Cannon Mills 
(N. W. Ayer & Son) and Gerber 
Products Co. (Federal Advertising 
Agency). These companies will 
join the lineup when Miss Smith 
returns from vacation in the fall. 

“Charlie Wild” will be seen on 
NBC starting Sept. 26 at 11 p.m., 
EST, under the auspices of Wine 
Corp. of America, which bought 
the time for Mogen David wine. 
Weiss & Geller handles this ac- 
count. 

R. J. Reynolds Tobacco Co., 
whose programming plans have 
been indefinite for the half hour 
of Saturday nighttime NBC had 
reserved for Camel cigarets, will 
present the first 30 minutes of the 
Sid Caesar-Imogene Coca telecast 
in the fall. William Esty Co. is the 
agency. 


Gillespie Recalled to Duty 

Robert P. Gillespie, assistant ad- 
vertising manager of Hunt Foods, 
Los Angeles, has been recalled to 
active duty as a lieutenant navi- 
gator in the U. S. Air Force. While 
oa leave from Hunt, his duties will 
be taken over by Hy Freedman, 
sales promotion manager and di- 
rector of publicity. 


Appoint Wilbur, Bradshaw 

Ben E. Wilbur, assistant man- 
ager of Station WOL, Washington, 
and Joseph Bradshaw, commercial 
manager of Station WRFD, Worth- 
ington, O., have been named man- 
agers of their stations. Both outlets 
are operated by Peoples Broadcast- 
ing Co., subsidiary of Farm Bureau 
Insurance Cos., Columbus, O. Fred 
A. Palmer, formerly manager of 
both stations, will continue to 
serve as consultant to Herbert E. 
Evans, v.p. and general manager 
of Peoples. 


Mutual Reports Sales Gain 

Mutual Broadcasting System, 
New York, ended the first six 
months of 1951 with a 4% increase 
in gross billings over the corres- 
ponding period last year, with the 
51 figure totaling $8,850,000, the 
network has announced. 


WINNER—The National Paper Box Manu- 

facturers Assn. awarded this gift box for 

Wamsutto supercale sheets first prize for 
the “best artistic design.’ 


Locken Joins Melamed-Hobbs 
Roseanne Locken, formerly with 
Reid H. Ray Film Industries, has 
joined the TV writing department 
of Melamed-Hobbs, Minneapolis 


5 UKF Channels Specified 

The Federal Communications 
Commission, in its fourth report 
in the TV allocations proceedings, 


took the 470 to 500-megacycle 
UHF band away from common 
carrier use and made it available 


for commercial stations. By doing 
five additional channels were 
specified. No indication of any 
lifting of the freeze was made, 
however 


To Koehl, Landis & Landan 

Virgin Isle Hotel, St. Thomas, 
Virgin Islands, has appointed 
Koehl, Landis & Landan, New 
York, as its agency 


Edwin Reinke Joins F&S&R 
Edwin Reinke, formerly 
Platt-Forbes, has joined the 
search department of Fuller 

Smith & Ross, New York 


SO, 


with 
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JWT Drops Bushnell Account 
The Los Angeles office of J. 
Walter Thompson Co. has resigned 
the account of D. P. Bushnell & Co., 
Pasadena binocular concern. 


Spree in South 


| The farmer in the South has a 


daughter (and a wife), and money 
to spend for all good things of 
life. The short-cut to his pocket- 
book is SOUTHERN FARMER, 
lowest rate-per-thousand of all 
farm publications in America. 
Success stories and facts, all 
for you, if you send letterhead. 
SOUTHERN FARMER 


737 HW. MICHIGAN AVE., CHICAGO 44, Ht. 


It costs 23% less today to reach each 
thousand homes through WGAR than ten years ago. 


In 1941, WGAR's average quarter-hour 
. evening rate (52-time basis) was $119. In 1951, 


...WGAR with 50,000 watts has increased 


the cost is $190. But 


its coverage 268% in the past ten years. 


... WGAR now is Cleveland's most listened- 


to station based on recent Hooper reports. 


... WGAR's cost per thousand evening 
homes in 1941 was $3.07. Today, that cost has gone 
down to $2.35 per thousand. 


..» WGAR’s lower cost per thousand listen- 

ers does not take into account the changing value of the 
dollar, nor its tremendous auto audience 

listening 411,708 half-hours daily. 


Dollar for dollar, WGAR is your best buy. 


WGAR Cleveland /» 
50,000 WATTS ¢-- CBS “ 


4 
oan? 4 


srtic, 
' SQ 
y RADIO... AMERICA’S GREATEST ADVERTISING MEDIUM ie + Edward Petry & Company 
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Ridiculous Way to Pick an Agency 


An anonymous letter addressed to advertising agencies has re- 
cently come to our attention, demonstrating someone’s cute idea 
of how to pick an advertising agency. 

The letter says it is from “a medium size company rated AAAI 
by Dun & Bradstreet,” which has been in business over 60 years and 
is interested in selecting an agency to handle a new product. It 
ncludes a questionnaire which the agency is to fill out and mail 


“to a post office box number to prevent a “barrage of calls.” 


Then comes some startling information, such as: 

The advertising budget for the new product, in the electrical 
housewares classification, “will be low—perhaps as little as $5,000 
to cover space advertising, direct mai] and promotion.” 

But “the agency selected might have an opportunity to handle our 


@ntire line sometime in the future—possibly in five to eight years, 
5 


®r even sooner. Our present line is backed by an advertising budget of 
Approximately $30,000, of which about 30% 
advertising, including production costs.” 
And the agencies to whom the letter is addressed are warned not 
to reply unless they are “ready, willing and able to handle all phases 
of our advertising and sales promotion, including magazine, direct 


is earmarked for space 


mail, catalogs, promotional material, displays and publicity.” 

Now, this may all be a gag. But we suspect it isn’t, and that some 
@arnest young soul is actually alarmed about getting a “barrage of 
Calls” from advertising agencies which are falling over themselves 
to pick up a $5,000 account which in five to eight years might blos- 
fom into one actually spending $9,000 for space, including production 
Costs 

The tragedy of this sort of thing is that, once again, a small ad- 
vertiser is likely to convince himself that advertising agencies are 
ogres, not interested in small companies; and, to some slight extent, 
the commission system will be responsible. 

This manufacturer apparently feels that $30,000 is a lot of money, 
and that even if only 30% of it is spent for commissionable space, 
he ought to be able to get a good deal of service for his expenditure. 

He simply doesn’t understand the economics of the advertising 
agency business. He would certainly realize, it can be assumed, that 
he couldn't get too much legal service, or auditing service, for $1,350 
a year (which is what the commission on $9,000 of commissionable 
space adds up to), but he nevertheless sees no reason why he 
shouldn’t get expert advice and counsel on all his merchandising 
and promotion problems for this amount. 

It looks as though a bit of education is badly needed here 


A New Experiment in Discounts 


The move by Good Housekeeping, announced last week, of offering 
a discount of 7%% below card rates for all advertisers using its 
January, February, July and August issues, is certain to create a 
goad deal of discussion in the advertising field. 

It does not make sense, as Good Housekeeping points out, for ad- 
vertising in these four issues to account, in the aggregate, for only 
20% of the year’s advertising revenue, whereas circulation-wise they 
are practically indistinguishable from the other eight issues of the 


year, And yet every advertising medium suffers from the same ail- 
ment—the desire of advertisers to be in certain issues and not in 
others. 


If it were possible to even out advertising volume throughout the 
year, there can be little doubt that manufacturing economies would 
develop which would be reflected in advertising rates. And at the 
same time, the perennial complaint by advertisers that printed media 
are “too full of ads” might be partially answered 

It will be extremely interesting to see what happens 


| “This is a great day for me 


—Chicago Daily News 


I'm taking a case to the Supreme Court! 


What They're Saying 


| A Two-to-One Bet 

To its triple-crown broadcasts— 

the Kentucky Derby, the Belmont 

| Stakes and the Preakness—Gillette 
| tied a campaign aimed to sell 1,- 
800,000 razors at a dollar each. 
They wondered whether the razors 
| would sell against competing ra- 
zors that were lower priced. 

We suggested that, although the 
double-your-money-back guaran- 
tee wasn’t new, it could be made 

|interesting and timely if Gillette 
were to offer to bet the consumer 
two for one that his Gillette 
would give him the best shave he’d 
| ever had. 

| Well, we drew up some sketches 
for a display...The Gillette peo- 
ple thought they were very inter- 
esting. But, into the conference 
walked a Gillette executive who 
hadn’t heard about the project. 

He looked at the sketches and 
said, “Are you serious about this 
two-for-one offer? If any sub- 
stantial number of purchasers 
come back and ask for two dollars 
for one, we'll be in trouble.” 

Then somebody suggested that 
maybe the deal could be insured. 
Lloyds of London, after consider- 
able cabling back and forth, said 
they'd write a policy for $78,000. 
And when the Gillette people 
asked them how they arrived at 
that figure, Lloyds said, “Don't tell 
us our business.” 

At that stage, the Maxon agency 
conducted some fast tests, as a re- 
sult of which it was decided to go 
ahead with the promotion without 
the insurance policy. 

| The promotion sold about 2,000,- 
000 razors. And how many men, do 
you suppose, asked for the $2? 
Exactly 378. And meanwhile, about 
| 7,600 men wrote to Gillette, say- 
| ing “Here’s my dollar. I'll take 
|} your bet.” And Gillette shipped 
| them razors. 


| 


—J. N. Leigh, chairman of Einson- 
Freeman Co., speaking before the 

| Sales Executives Club of New York 

| 


Coal Sales Changing 
Production of coal by all three 
operating divisions is continuing 
at fairly high levels, giving indica- 
tions that the present market dis- 
| tribution of the company’s output 


may be offsetting the seasonal 
summer letdown to which the coal 
business is ncrmally subject... 

The effect of this pattern is es- 
pecially marked in the sales of 
coal for domestic heating, the out- 
let which is most vulnerable to the 
competition of other fuels. The 
charts on Page 9 [of the stock- 
holders’ report] show that less 
than 10% of the output of our IIli- 
nois-Indiana and West Virginia 
mines in the last fiscal year was 
sold for domestic heating purposes. 
The percentage for our North Da- 
kota mines has dropped from 41% 
in the 1947 fiscal year to 25% in 
the last fiscal year. 

This tonnage has been more 
than replaced by coal sold on long- 
term contracts to steel plants, to 
electric utilities and to industrial 
companies, which are year-round 
coal consumers. Some 80% of the 
output of our West Virginia mines, 
65% of our Illinois-Indiana mines 
and 68% of our North Dakota 
mines was sold to such consumers 
in the past fiscal year. 

Letter to stockholders from Arthur 
H. Truax, president of Truax-Traer 


Coal Co., in a report for the fiscal 
vear ended April 30, 1951 


Onward and Upward 

The National Broadcasting Co. 
has published a new code of stand- 
ards practices for television 
performances. The NBC announce- 
ment said the new rules “establish 
the same high levels of good taste 
and acceptability which have char- 
acterized radio programs.” 

That, we should say, is hardly 
aiming at the moon, 

On paper, the new code leaves 
nothing to be desired, if only those 
subject to its prohibitions do not 
interpret its phrases too liberally. 
Children’s programs, for example, 
are to be free of “excessive vio- 
lence” or “morbid suspense.” 

Programs for young people, says 
NBC, are “designed to convey the 
commonly accepted moral, social 
and ethical ideals characteristic of 
American life.” We hope they will, 
for there have been times when we 
feared that the idea was to con- 


and 


vey these ideals into the ashcan. 
Chicago Daily News editorial in the 
issue of July 6. 


Advertising Age, July 23, 1951 


| | Rough Proofs | 


Most advertisers, reports AA, 
don't believe agencies or copy- 
writers should sign their ads. 

Like FDR, they prefer workers 
with a passion for anonymity. 


7 
Rusty Barnes told the Interna- 
tional Advertising Conference the 
major responsibility of the news- 
paper is “to achieve a degree of 
financial health sufficient to en- 
able it to serve its community.” 


There are no vitamins in red 
ink. 
e 
“Related item merchandising,” 


says Sydney Johnson, “is a dyn- 
amic sales tool.” 


Like bathing suits and Miss 
America, frinstance? 
e 
“A kid with a yen is a great 


salesman,” says National Comics 
Group. 

And nobody has yet discovered 
a kid without a ven 


“This year,” says N. W. Ayer, 
“some 1,750,000 radiant brides will 


|accept the promise and challenge 


implicit in marriage.” 
The radiance is largely supplied 
by some 1,750,000 diamond rings 


e 
Understatement of the year came 
in an announcement of Gypsy Rose 
Lee’s forthcoming appearance on 
“Leave It to the Girls,” when she 
was identified as “successful auth- 
oress and radio personality.” 


“Men, get that new hat feel- 
ing!” is the theme of National Hat 
Week. 

In the women's hat industry, it’s 
National Hat Year 

a 

Recent reverses of the Chicago 
White Sox, who paced the Ameri- 
can League pennant race for six 
weeks, are all explained by the 
philosophy of “the penalty of lead- 
ership.” 


Dr. George Katona tells all about 
the psychology of economic be- 
havior. That explains why a man 
with a beer income may still want 
to order champagne 


. 
Tintair says hair products an- 
nually gross about $400,000,000, 


and so of course it’s easy to under- 
stand why nobody in that business 
loves a bald man 


A typographic expert using a 
classified ad to relocate says he 
knows “mag pro, bk, cat, bro, adv 
pro, dir mail.” 

And he’s a man of few words 


“Unusually well rounded agen- 
cy executive” is looking for a new 
connection, and chances are he’s 
been working on some good food 
, accounts. 

7 

“Saving widows is a daily habit 
with us,” advertises Jay P. Walk 

That’s a service appreciated by 
all and sundry, including the 
widows 

Copy Cus. 
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To sell 


» it 
America's = : 
OUT THEY GO to pleasant, prosperous suburb 


‘ye as 
You need the 


UP THEY GO in city, and outside. . : new 
apartments. INQUIRER covers entire trade area. 


“Philadelphia is 
Growing. ..Growing ) 
as never before. 
And most of 
this Great Growth 
is OUTSIDE 
the City Limits ! 


Half the people —half the sales are 
in the “Vital Half’ of the Phila- 
delphia market which lies beyond the 
City Limits. The Philadelphia Inquirer 
reaches this area in strength... gives 
intense city coverage, too. A double 
reason why a successful Philadelphio 
Sales Story needs THE INQUIRER. 


_ STEEL IN THE ENVIRONS makes Philadelphia new 
major steel center. Two great plants already under- 
way ...more to follow. PI s tributary manufacturing. 


ee All this means many new jobs... many new homes. 


Now in its 1th 
Consecutive Year of Total 


nmi” Che Philadelphia Mnguirer 


—— 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Representatives: ROBERT R. BECK, Empire State Bldg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker 
Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK 
& CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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Performance Is Key 
of Baseball Gate, 
C. L. Jordan Says 


PHILADELPHIA July 17—Per- 
formance is considerably more im- 


portant than television, weather 
or economic conditions in deter- 
iining baseball attendance, C. L 
Jordan, executive v.p. of N. W 
Ayer & Son, told radio and tele- 
vision sportscasters for the At- 
lantic Refining Co. here on July 
11 

The eight teams in the first 
livisions of the two leagues had 


a total gain in paid admissions of 
nearly 4% by July 4,” Mr. Jordan 
said. “Seven of these eight tele- 
vised all or of their games 
The sensational Chicago White 
Sox, which televised all day games, 


appeared headed for an all-time 
] 


most 


local record at the gate.” 

He also pointed out that the 
eight teams in the second divisions 
were suffering a total loss of 
about 20% at the gate. Two of 
these didn’t televise at all, three 
limited television and only three 
were televised regularly 

‘It was obvious that television 
itself could not be the major fac- 
tor in the over-al! loss of about 
8% in paid admissions,” he said. 


es Outstanding performance also 


was not limited to first division 
elubs, Mr. Jordan said. The Phil- 
@delphia Athletics showed im- 


Provement because of the hitting 
@f Ferris Fain and Gus Zernial 
Ned Garver is pulling up attend- 
@mce for the St. Louis Browns 
When Pittsburgh’s Ralph Kiner 
Was suspended, attendance dropped 
down to 3,000 a day; now it is 
@veraging 18,000 a day 

The American League was doing 
Gomparatively better than the Na- 


tional League because of the hot 
face, Mr. Jordan added 


His report was based on figures 
@mnounced daily by the clubs, 
@nalyzed by the Ayer sports de- 
partment and his son Jerry Jor- 
dan's continuing three-year tele- 
Vision survey 


@ The survey indicated that most 
of the which dropped in 
standings, also lost at the gate 
“Television may make good per- 
formance more necessary,” Mr. 
Jordan said, “but it certainly does 
not prevent the hot team or out- 
Standing star from drawing well 
at the gate. The real answer, if 
there ever is one to this contro- 
versy, probably will be that tele- 
vision is just another competitor 
for entertainment time. People can 


teams 


be more selective and they pick 
the top performers—-whether in 
sports, movies or TV shows. With 


all due respects to the National 
Collegiate Athletic Assn., banning 
television is not the answer 


Putting on a good show is.” 


Forms Communications School 

The University of Washington, 
Seattle, has combined its school] of 
journalism and department of ra- 
dio education into a new school of 
communications. Prof. H. P. Ever- 
est will direct the new school and 
also head the division of journal- 
ism. Prof. Edwin H. Adams will 


be in charge of the radio-TV divi- 


Sion 


WOMEN’S 
GROUP 


Sheaffer Pen to Use ‘Ebony’ 

As part of an over-all campaign 
to broaden its markets, W. A. 
Sheaffer Pen Co., Ft. Madison, Ia., 
has added Ebony to its schedule. 
Sheaffer will use color pages dur- 
ing the fall and Christmas season. 
Russel M. Seeds Co., Chicago, is 
the agency. 


Shaw Surgical to Simon 

Shaw Surgical Co., Portland, 
Ore., has named Simon & Smith 
to handle advertising and public 
relations 


Northwest Appoints Dawson 

Northwest Packing Co., Port- 
land, Ore., packer of Oregon Trail 
pork and beans, has appointed Don 
Dawson Co. to direct its radio, 
newspaper, car card and direct 
mail advertising. 


Bowler Joins Owens-Corning 

William R. Bowler, formerly 
public relations director of Amer- 
ican Youth Hostels, has joined the 
publicity department of Owens- 
Corning Fiberglass Corp., New 
York 


WMGM Names Ted Lazarus 

Ted Lazarus, formerly account 
executive with Donahue & Coe and 
later advertising manager of Eagle 
Lion Classics, has been named ad- 
vertising and sales promotion 
manager of Station WMGM, New 
York 


Hylan Handles Color Sales 
William H. Hylan, formerly a 
CBS-TV account executive, has 
been named assistant sales man- 
ager of the television network in 
charge of CBS-TV color sales 
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Pharmaceutical Group on TV 

Southern California Pharmaceu- 
tical Assn., comprising 1,300 in- 
dependent druggists, has signed to 
sponsor a weekly half-hour var- 
iety show, “Bob Shannon's Varie- 
ties,” over Station KTTV, Los 
Angeles. Crossley & Jeffries is the 
agency. 


‘Parade’ Names Richard Winn 
Richard W. Winn, in the busi- 
ness department of Parade for the 
past nine years, has been ap- 
pointed manager of distribution. 
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ARBI Reports Radio Pulled Best in L. A. 


Los ANGELES, July 17—In what 
is claimed to be the largest test 
yet made of the sales effectiveness 
ef radio versus newspapers, Ad- 
vertising Research Bureau Inc. 
has reported that radio won five 
out of seven tests conducted for 
Los Angeles retailers in May. 

The tests were made under the 
ARBI method, in which the ad- 
vertiser spends identical sums for 


on the same item, and trained in- 
terviewers check what brings pur- 
chasers to the merchandise. 

Participating retailers used two 
radio stations, KFI, the NBC affil- 
iate, and KHJ, Mutual Don Lee 
flagship station. Various combina- 
tions of metropolitan daily news- 
papers were employed by the 
stores, with every daily here being 
used in at least one test. 


the most effective medium on the 
following tests for the following 
stores: Barker Brothers, furniture 
chain, $8.95 metal patio chair; Bul- 
lock’s downtown department store, 
$6.95 cotton dress and $8.95 topper 
coat; Harris & Frank, chain cloth- 
ing store, $42 man’s Orlon suit; 
Owl-Rexall Drug Co., drug chain 
and subsidiary of Rexall Drug, 
98¢ American Optical sun glasses; 
Sears, Roebuck Co., Coldspot re- 
frigerator. 


newspapers and radio advertising 


ARBI says radio proved to be Newspapers proved more effec- 


tive in these two tests: Eastern 
Columbia, department store, chil- 
dren’s outdoor gymnasium; Sears, 
Roebuck, china cups and saucers 

The ARBI tests have developed 
intense controversy within the ad- 
vertising field, with many news- 
papers insisting that they are un- 
fair and unscientific. 


Now Ringer & Associates 

Lee Ringer Advertising, Los 
Angeles, has changed its name to 
Ringer & Associates 


If you've ever been in Cincinnati, or if you have a single dealer there—then 
you know all about this lady’s past. And you know, too, why she is going 
National on NBC television this Fall . . . for RUTH LYONS’ program, “Fifty 
Club,” has been making history in that mature television market for two 
years running: 


Cincinnati sets-in-use during Ruth Lyons (12 to 1 P.M., Monday through 
Friday) are the highest among all reported U. S. TV cities— 


TV tune-ins jump nearly 100°; * when Ruth Lyons goes on the air at noon: 
J I \ b e 


Before Noon 10.6 
RUTH LYONS (12 TO 1 P.M.) 20.3 
After One P. M. 12.3 


| ADVERTISER WITH A FUTURE=-IN NBC DAYTIME TV 


* October 1950 through March 1951 


SHARE OF AUDIENCE—68.2% AVERAGE* This means fwice as many viewers 
as the combined audience of the two competing programs! 


RATING—13.9 AVERAGE* In the six month period — October 1950 to March 
1951 — Ruth Lyons’ rating has never varied more than 1.5 points from this 
average! 

Small wonder that Ruth Lyons’ “Fifty Club” put a gleam in the eye of NBC’s 
programming department — and that now she is slated to help spark nwc’s hard- 


selling daytime block during the 12 to 1 PM period. (First show set for Octo- 
ber Ist.) 


The advertiser with half an eye for his sales future will see it clearly written in 
the record of Ruth Lyons’ Cincinnati success. 


Better call us today for all the facts in the case — its low-cost features will put 
a gleam in your eye! 


NBC TELEVISION 


THE NETWORK WHERE SUCCESS IS A HABIT 


A Service of Radio ¢ orporation of {merica 
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Central Ohio NIAA Elects 


W. H. Kight of Kight Advertis- 
ing has been elected president of 
the central Ohio chapter of the 
National Industrial Advertisers 
Assn., Columbus. Also elected are: 
Glenn C. Baker, Ruby Chemical 
Co., v.p.; Robert Hitchcock, Sur- 
face Combustion Corp., Toledo, 
secretary, and Warren Berry, Jae- 
ger Machine Co., treasurer 


Goodyear Names Harper 

Goodyear Tire & Rubber Co 
Akron, has appointed Sheldon R 
Harper chief of sales promotion 
and advertising for the mechani- 
cal goods division. He replaces R 
W. Sabine, who has been promoted 
to manager of distributor sales for 
the division 


Eisenberg Gets Art Post 

Ray Eisenberg, formerly with S 
R. Leon Co., has joined M. B 
Pearlman Co., New York, as art 
director 


By PETE McGILLEN 


Outdoors Editor 
The Toronto Telegram ; 


destructive pests in the woods, and he 


Porcupines hove been dubbed the wt 
is @ story to prove it 


Charley Beaver, an indian in the G 
game section of Northern Ontario, dro 
his Model T Ford to a favorite fishi 
spot, deep in the woods and reached 
on old lumber road He parked the ca 
storted a fire, ond had a lunch of bok 
beans and buttered bread. He tossed ¢ 
beon con aside, but didn't douse the Me 
because he intended frying o fish later 7 


He had fished for about an hour when he 
noticed a cloud of smoke coming from 
his compsite. Realizing the bush was ofire, 
he raced back to discover o porcupine 
hod poked his nose into the empty bean 
con, and in his threshing cround to free 
himself, he had scattered the campfire 
embers, igniting the dry fern and grass 
The quills of the porkty were ao mass of 
flames ond about 80 squore feet of bush 
was burning. Fortunately, two bush work. 
ers happened along, and with their help 
the Indion was able to extinguish the fire 


Mr. Porky died in the fire 


Pete McGillen is always glad to heor 
from admen planning a hunting or fishing 
trip. Drop him a line and he'll tell you all 
about the grand ploces up here, ploces 
where you'll hove the time of your life! 
Maybe he can even go along with you 
Write Pete McGillen, The Telegram, To- 
ronto |, Conado 


Now you can buy concentrated colored 
comic advertising in Canada's richest mar 
ket. The WEEKEND TELEGRAM will be on 
the newsstands and in the homes for the 
first time on Saturday, September 8th 
This new medium with its coverage of 
Canada's major market, changes the en- 
tire media picture in Ontario. It is a de 
velopment that merits o re-appraisal of 
your advertising expenditures in Ontario 


ry » ri tt 
PHE TELEGRAM 
TORONTO 1, CANADA 
U. S. REPRESENTATIVES 


The John E. Lutz Co., 
435 W. Michigan Ave. 
Chicago, II! 


OMare & Ormsbee 
420 Lexington Ave. 
New York, WY. 


—_—_—_—_———— 
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Radio History 
Develops Into 
Major Project 


Tape Recordings to 
Review Growth of 
Broadcast Medium 


New York, July 17—An infor- 
mal history of radio, based on the| 
reminiscences of men and women 
who played an important role in 
its development, is in the process 
of compilation 

These eye-witness accounts of 
the early days of broadcasting are 
being collected in tape recorded 
interviews as a part of a joint pro- 
ject of the Radio Pioneers and the 
Oral History Research Office of 
Columbia University. The purpose 
is to amass first-hand information | 
from the persons who helped make 
radio history, while they are still} 
around. Data collected will be kept | 
on file for the use of future his- 
torians. 

Interviews are conducted by 
Frank Ernest Hill, who, as director 
of the project, is working with 
Prof. Allan Nevins, head of Colum- 
bia’s Oral History Research Office, 
and William S. Hedges, NBC v. p. 
and former president of the Radio 
Pioneers. The author of a number 
af books on radio, Mr. Hill has 
had severa. years of experience 
with major networks and the Fed- 
@fal Radio Education Committee 


@ Mr. Hill explained that this in- 
formation will be made available 
Qnly to bona fide scholars and re- 
s@archers of serious purpose. Those 
ifterviewed may set a time limit 
on the use of their material if they 
care to do so, he said 

One of the longest recording ses- 
sions to date~-ten hours of tape— 
Was with H. V. Kaltenborn, veteran 
newscaster. Former President Her- 
bert Hoover took only an hour to 
Complete his reminiscences of his 
days as Secretary of Commerce, 
when the duties of the office in- 
cluded keeping an eye on radio. 

Others whose experiences have 
been covered in the study include 
Norman Brokenshire, one ‘of the 
figst to make radio announcing a 
big-time proposition; research en- 
gineer and inventor John V. L. 


Elgin American Appoints | 


Rodolfo Molina has been appointed 
export manager of Elgin American, | 
Elgin, Ilinois, leading compact manu- 
facturer. Getting ahead in business like 
Mr. Molina are thousands of regular 
Wall Street Journal readers throughout 
the nation—executives and their aides | 
who make or influence decisions on 
planning, production, selling and buy- 
ing. 

(ADVERTISEMENT) 


Hogan; Walter C. Evans, an early 
broadcast engineer and now pres- 
ident of Westinghouse Radio Sta- 
tions; pioneer radio actress Rosa- 
line Greene; Mark Woods, former 
vice-chairman of American Broad- 
casting Co.; Harry Bannister, gen- 
eral manager of WWJ, Detroit, 
and a large percentage of his staff; 
Arthur Judson, founder of Colum- 
bia Broadcasting System; William 
S. Hedges, prime mover in the 
organization of National Assn. of 
Broadcasters, and Judith Waller, 
National Broadcasting Co.'s direc- 
tor of radio program education for 
owned and operated stations. 

Not all the interviews with those 
mentioned above have been com- 
pleted. The project not only will 


the industry, but will cover the 
story as seen by less prominent 
broadcasting personalities in all 
facets of the business 


we Among the key figures Mr. Hill 
expects to interview during the 
coming year are CBS board chair- 
man William S. Paley; veteran 
NBC programming executive John 
Royal: Radio Corp. of America 
board chairman David Sarnoff; re- 
searcher C. E. Hooper, and inventor 
Lee De Forest, often called the 
“father of radio.” Case histories 
from approximately 100 persons 
will be in the files by the end of 
the year 

To date the study—which will 
start its second year in September 


eral Electric Co.; Westinghouse 
Electric Corp.; Radio Corp. of 
America; Columbia Broadcasting 
System; American Broadcasting 
Co.; Crosley Broadcasting Corp.; 
C. E. Hooper Inc.; H. V. Kalten- 
born (for Radio Pioneers); Insti- 
tute of Radio Engineers; Broad- 
cast Publications; WBEN, Buffalo; 
WKZO, Kalamazoo; Fort Industry 
Co.; KMBC, Kansas City; WREC, 
Memphis; WLAC, Nashville, and 
WWJ, Detroit. 

The first year’s work has pri- 
marily covered radio from the 
early “ham” days of 1905-06 
through adolescence to 1926. The 
next step will be coverage of the 
medium’s more mature phases— 
the emergence of strong networks 
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In the coming season Mr. Hill 
will start talking with advertisers 
and agency men to get their side 
of the radio story. There probably 
will be consultation with advertis- 
ing groups on persons to be se- 
lected from the advertising fra- 
ternity to participate in the study 
Preliminary meetings already have 
been held with leading sponsor 
and agency executives. 

Since this year’s (1951-52) pro- 
gram will require more travel to 
secure data from outlying stations, 
a somewhat larger fund than last 
year’s $17,000 will be needed. 


Town House Appoints Owens 
Merritt Owens Advertising 
Agency has been appointed agen- 


contributions by figures 


has been financed by donations 


well known in from Broadcast Music Inc.; Gen- in the advertising world. 


and the growth of radio’s strength cy for the Town House hotel, Kan- 


sas City, Kan 


Ever hear about the little package 
that went to Fort Wayne 
(with $750,000 in it)? 


WOW0O's real-life, “sell-out” 
drama with a happy 
ending and a /',\o);¥:\L 


for everybody 


What happened in Fort Wayne might 
just as easily have happened in Houston 
or in Sacramento or in Riehmond, Va. 
Point is: it happened. Seems WOW O in 
Fort Wayne arranged a modest little 
marriage between the Gladieux Heating 
Company and THESAURUS’ Music by 
Roth show. 

Just one-quarter hour at one o'clock 
every Sunday —but with enough people 
in 49 counties listening for the show 
to boost Gladieux” business 600° , to 
sell $750,000 worth of oil burners in one 
year... to set up such a clamor for 
heaters that shortages began to de- 
velop, orders had to be back-ordered, 
the heating company had to sign off, 
catch its breath, and embark on a re- 
luctant separation from the Roth Show. 

What about this Allen Roth, pied 
piper who piped in too many customers 
too quick, and led Station WOW O and 
its sponsors into this unusual “sell- 
out” predicament? 


“Music by ROTH” 
pied piper of 
Fort Wayne and 
points E, S, N and W 


Roth is the man 
with the bow tie 
who conducts on 
the famous Milton 
Berle program, 
familiar to milhons. One of radio's 
most versatile wizards, he whirls you 
through his musical “style show,” out- 


specializing the specialists in any 
musical mood you could mention. All 
this with a hypnotic quality whieh 
seems to surround a sales message with 
urge and compulsion. 

After Roth delivered his friendly 
knockout to Sponsor Gladieux, WOWO 
unwrapped this dynamite property on 
the desk of Fort Wayne's toughest 
prospect. With a hard-hitting, fact- 
filled brochure to show, with a snappy. 
smooth audition dise to play, WOWO 
made an immediate re-sale. Soon, re- 
quests for the new sponsor's leaflet were 
flowing in from 49 counties at a rate 
regarded by station and sponsor as 
“bordering on the phenomenal.” So 
WOWO's little drama had a happy 


(Men f 


ALLAN ROTH Saw 
—@ 
uti wes 
/ 
F | ‘f 
— 


- 


Every Gladieux heater dealer within 75 miles of 
Fort Wayne felt the sales impact of “Music by 
Roth.” Theme: “You're paying for an oil burner 
NOW —why not have one installed!” 


ending, after all. And Roth's new spon- 
sor won't be sold into shortages. This 
time, it’s a bank. 


Yh, 

Shesaupus 

romps all over the clock 
in Fort Wayne 


“Music by Roth” is just one THESAURUS 
show earning talent fees and time 
charges for WOWO. Recently released 
“Hour of Charm” and “Wayne King 
Serenade” are two others. Altogether, 
nineteen THESAURUS shows are run- 
ning in Fort Wayne every week; most 
of them stand right around the top in 
audience surveys . . . three with more 
listeners than any other show running 
at the same time. 


[NOGYNG for everybody 


Since Fort Wayne is about as close to 
typical as any community ever is. this 
THESAURUS success story calls for a 
closer look by stations. agencies and 
sponsors in other areas. Some of the 
things selling-minded people every- 
where like about THESAURUS: 


for station 
Station can pay the whole cost of 
THESAURUS with the first 2 or 3 sales— 
have a talent-packed reservoir all ready 
and waiting as new sales opportunities 
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Radio Promotion 
Unit Seeks Retail 
Success Stories 


New York, July 17—Broadcast 
Advertising Bureau has organized 
a retail radio advertising contest 
“to reward member radio stations 
for resultful retail advertising and 
to provide BAB with practical in- 
formation about result-getting ra- 
dio advertising techniques for its 
member stations.” 

Plaques will be presented to sta- 
tions submitting the best advertis- 
ing story in each of several mer- 
chandise classifications and to the 
station submitting the largest num- 
ber of outstanding advertising suc- 
cess stories. 


All stations entering three ad- 
vertising stories which the judges 
feel include practical, useable in- 
formation, will receive scroll 
awards. 

BAB members have been asked 
to prepare entries in triplicate. 
Each should give the name, ad- 
dress and classification of the ad- 
vertiser; his objectives in using 
radio; type and amount of radio 
used; length of campaign; audience 
he was primarily interested in 
reaching, and results. Deadline for 
entries is Sept. 1. 


Schubert Joins Compton 

Genevieve Schubert, formerly 
with Ted Bates & Co., has joined 
Compton Advertising, New York, 
as time buyer on Standard Brands 
radio and television. 


Ogden Publishing Names 2 
Ogden Publishing Co. New 
York, has named Felix F. Eber- 
hart, formerly of Moore Publish- 
ing Co., assistant editor, and Jos- 
eph R. Hixson, formerly of Topics 
Publishing Co., 
Glass Packer 


Names William Mortensen 

William H. Mortensen, manag- 
ing director of Bushnell Memorial 
Auditorium, Hartford, has been 
named chairman of the State 
Development Commission of Con- 
necticut, the state’s promotional 
agency. 


McLaughlin Joins Farson 

William J. McLaughlin has 
joined Farson, Huff & Northlich, 
Cincinnati agency, as an account 
executive. 


assistant editor of 


| Daily Mail’ Names Hintz 


Arthur Hintz, formerly on the 
retail advertising staff of the Reg- 
ister-Mail, Galesburg, Il., has been 
named national advertising repre- 
sentative of the Daily Mail, 
Charleston, W. Va. 


' Continental Names Neuman 


W. K. Neuman, formerly a prod- 
uct sales manager in the metal 
division of Continental Can Co., 
New York, has been named di- 
rector of product sales for the di- 
vision 


| James Cruger Joins ‘Digest 


James Cruger, formerly asso- 


| consumers under the titles, 


ciated with Guest Airways (Aero- | 


vias Guest) in Miami and Mexico, 
has joined the Mexico City sales 
staff of Selecciones del Reader’s 
Digest. 


come up. Every possible production 
aid to give local radio professional pace 
and polish . . . voice, music and sound 
effects to short-cut production expense. 


for agency 

{gency can easily and effectively launch 
clients on radio with THESAURUS’ 
keen, hard-hitting presentation mate- 
rial. THESAURUS offers the ageney 
established big-name shows . . . with a 
talent-plus-economy story no otherserv- 
ice can match. 


for sponsor 
Sponsor can choose the exact THE- 
SAURUS show to fit his audience, audi- 
tion it, check its results in other markets. 
Sponsor with a small budget can buy 
“big time” talent. He can take to the 
air at unbelievably low cost and get 
proved performance. 

* * & 

Complete audience-building promotion 
kits packed with material to merehan- 
dise THESAURUS shows locally: biogra- 
phies, announcement and feature press 
photos, photo and ad mats, 
exploitation campaigns. 

Your THESAURUS shows get the 
nation’s hits before they're hits—52 or 
more selections every month 


releases, 


provid- 


ing new tunes well ahead of their 


‘Swing and Sway 
with SAMMY KAYE” € ‘ 


ARTHUR FIEDLER conducts 
“Concert Hall of the Air” 


“FRAN WARREN SINGS” 


EDDIE FISHER, 
now featured on “Music by Roth” 


popularity peak. Basic library of over 
5,000 selections with weekly continuity 
for 28 program series—55 individual 
shows.Recorded tie-ins, cross-plugs, pre- 
broadcast announcements, mood music, 
vocal cues, voice tracks, sound effects, 
time and weather jingles, commercial 
jingles, special Holiday Shows, ete. 


Thesaurus 


talent-roster grows! 

New big-name shows are piling into the 
big economy package all the time! 
Spitalny’s famous “Hour of Charm,” 
“The Wayne King Serenade,” “Sons of the 
Pioneers” and “Hank Snow and His Rainbow 
Ranch Boys” are four recent newcomers 
to the THESAURUS family—all with 
ready-made audiences in the millions. 


“The 
WAYNE KING 
Serenade” 


whose famous, 
honey-toned tem- 
.— pe has become a é 
familiar and beloved nation-wide insti- 
tution. One of the most amazing 
examples of continuous audience pop- 
ularity and commercial success in the 


history of radio. 


“HANK SNOW and His 
Rainbow Ranch Boys” 


PHIL 
SPITALNY’'S 
“Hour of Charm” 


thas won one of 


: America’s most 


faithful and devoted 
followings—built 
during a continuous decade of coast- 


to-coast sponsorship by one of the 
great U. S. brand names. A powerful 
selling influence on “Mrs. America”! 


Among the many other 
THESAURUS shows: 


SONS OF THE PIONEERS 

THE SINGING AMERICANS (Dr. Frank Block's Mole Chorus) 
CLAUDE THORNHILL AND HIS ORCHESTRA 

LAWRENCE DUCHOW AND HIS RED RAVEN ORCHESTRA 
VINCENT LOPEZ AND HIS ORCHESTRA 

CHURCH IN THE WILDWOOD 

HERE'S JUNE CHRISTY with the Johnny Guornieri Quintet 
RAY McKINLEY AND HIS ORCHESTRA 

OLD NEW ORLEANS (Jimmy Lytell ond the “Delto Eight”) 
NORMAN CLOUTIER AND HIS MEMORABLE MUSIC 

A FESTIVAL OF WALTZES 

MUSIC HALL VARIETIES 

SUM BRYANT AND HIS WILDCATS 

| HEAR THE SOUTHLAND SINGING (Golden Gote Quartet) 
DOWN HARMONY LANE 

RIDIN’ THE RANGE 

ORGANAIRES 

USTEN TO LEIBERT 

MUSIC IN MARCH TIME 


Send for THESAURUS’ comprehensive 
brochure today! 


JOHNNY DESMOND on 
“The Music of Manhattan” 


THE NEW ERA IN 


recorded 


pros ‘Ogr an 


-— Dept. K-7 
630 Fifth Avenue, New York 20, N.Y. 
Chicago Hollywood Atlanta Dallas 


Services 


RCA VICTOR DIVISION 


RADIO CORPORATION OF AMERICA 
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Artistic Ad Plans 
for Flexee Girdles 
Stretched for Fall 
New York, July 17-—Artistic 


Foundations Inc. will spend ap- 
proximately $200,000 this fall and 
winter in an extensive advertising 
campaign for Flexees foundation 
girdles. 

Starting next month, seven pro- 
motional themes will be aimed at 
“small 
waist,” “streamlined beauty for 
modern living,” “profile,” “full 
bloom,” “avant,” “candlelight 
camisole,” and “panteez.” 

The schedule includes 480-line 
ads in 138 newspapers in major 


| cities across the country and mag- 


| 


| fashion, service, 


azine ads ranging from two-col- 
umn b&w to two-color pages in 
22 publications covering trade, 
supermarket and 
| film fan categories. Subway and 


| bus cards, theater programs and 


one-minute spots on 40 TV stations 
will also be used. Thomas & Dele- 


| hanty is the agency 


The campaign breaks with a 
b&w page in the fall issue of 
Modern Bride. Other magazines on 
the schedule include Charm, 
Ebony, Family Circle, Good House- 
keeping, Glamour, Harper’s Ba- 
zaar, Ladies’ Home Journal, Life, 
Look, Mademoiselle, McCall's, 
Modern Screen, New York Times 
Magazine, The Saturday Evenitg 
Post, Seventeen, Simplicity Paj- 
tern Book, Vogue, Woman's Day, 
and Woman's Home Companion. 


Pearson, Allen Ask Reheari 
on WBAL License Renewal 
Public Service Radio Corp., t 
Drew Pearson-Robert S. All 
concern in Baltimore, which tried 
to gain control of the frequency 6f 
Station WBAL there from Hea 
Radio Inc., has asked the Fede 


| Communications Commission f 


a rehearing of the case decided la 
month in Hearst's favor (AA, June 
25) 


Japan's Trade Fair a Success 
Attendance at the 15-day italy 


ete os owe 


nese Trade Fair, which closed J 

3 in Seattle, topped 53,000, dou 
expectations. Buyers from 43 staté@s 
and six foreign countries did ap 
estimated $1,000,000 worth of bug 
iness. On display was merchandige 
from 550 Japanese manufacturers, 
plus cultural exhibitions from vai 
ious sections of Japan. Seattle of- 
ficials favor a similar fair next 
year. 


“POPULATION | 
GAIN IN 


MONTGOMERY 


VOEIE 


U. S. Census, 1950 
Preliminary City Population 
MONTGOMERY, ALABAMA 
Metropolitan Montgomery, 138,129 
#& 35.3 PLUS PERCENT IN CITY SINCE 

1940 


#% 242 PLUS PERCENT INCREASE IN 
CITY AND COUNTY SINCE 1940 
FOR MORE DETAILS ON ALABAMA'S 
CAPITAL CITY AND CAPITAL MARKET ASK 
KELLY SMITH COMPANY 


THE ONLY EFFECTIVE COVERAGE OF THE 
ENTRAL AND SOUTHEAST ALABAMA MARKET 


The Montgomery Advertiser 
/ ® JOURNAL 


MORNING EVENING SUNDAY 
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“1,000,000 ELKS—fertile 


field for institutional copy 


One of the most selective male mass markets you can 
add to your schedule is delivered by The Elks Magazine. 
This influential audience consists of over 1,000,000 ma- 
ture men, leaders in 1580 communities, heads of families 
with incomes twice the national average. Not only are 
Elks exceptionally prominent in all branches of local, 
state and national governments, but 51.9% are business 
owners. Could you find a more fertile field for the plant- 
ing of institutional as well as product-selling copy? 


MAGAZINE 


New York + Chicago - Los Angeles + Detroit - Seattle 


Ad Agency Provides 
the Backdrop for 
Murder in Thriller 


New York, July 17—Advertising 
agencies have frequently been ac- 
cused of murder, but seldom in the 
literal sense 

But in “Strangle Hold” (Har- 
per, $2.50, to be published Aug. 
22) murder becomes almost 
commonplace in the offices of 
Wade and Wallingford, “a me- 
dium-sized advertising agency of 
the most impeccable sort, with of- 
fices in Rockefeller Center, an im- 
posing client list, an air of solidity, 
and a gilt-edged reputation for 
original but sane-and-sound! 
work.” | 

The novel is the work of Mary 
McMullen, a copywriter at Mc- 
Cann-Erickson and a former di-| 
visional advertising manager at 
Macy's. Miss McMullen comes by 
her whodunit talent honestly, be- 
ing the daughter of Helen Reilly, 
author of some 30 mystery novels, 
the sister of Ursula Curtiss, now on 
her third whodunit, and the niece 
of James Kieran, who has had one 
mystery published. Another uncle, | 
John Kieran, has mysteriously not | 
wriiten a mystery as yet. 

The book, which originally ap-| 
peared serially in The Saturday | 
Evening Post as “Who Killed Miss | 
X”.” is a good, workmanlike mys- | 
tery, with a background of adver- 
tising agency operations and peo- 
ple which should make it espe- 
cially interesting to men and wo- | 
men in the business | 

It is, incidentally, despite its 
two and one-half murders, a wel- 
come relief from recent portrayals 
of the love-and-drink lives of ad- 
vertising and public relations peo- | 
ple. 


LAKE 
MICHIGAN 


— 
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\" SBT SELLS A MARKET THAT’S UP 


The South Bend-Mishawaka trading area, always a rich and re- 
sponsive market, is UP. This is the heart of the primary area that 
WSBT saturates — with listener ratings above network averages. 
The primary area is up in population from 1,577,900 to 1,798,000. 
Up in retail sales from $1,435,547.000 to $1.597.850.000 .. . In 
this important sales area, WSBT is the best loved voice —and the 
ONLY voice that covers the entire market. For bonus coverage, 
bonus listenership, bonus sales, it's WSBT— the bonus buy! 


PAUL H. RAYMER COMPANY + NATIONAL REPRESENTATIVE 


@ INDIANAPOLIS 
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The new Detroit Advertising Golf Assn. has already attracted 
nearly 100 members, who are in the midst of a program of meetings 
at various metropolitan area clubs. President is Lew W. Smead, 
general sales manager of Ford Motor; v.p.s are H. G. Little of 
Campbell-Ewald, Frank McGinnis of Ford, and W. D. Briggs Jr. of 
Briggs Mfg. Co. Bruce Forbes of Forbes magazine is secretary, and 
Guy C. Smith of Brooke, Smith, French & Dorrance is treasurer. . . 

Stanley Hawks, v. p. of the Minneapolis Star and Tribune, has 
been reelected to a second term as president of the Orchestral 
Assn. of Minneapolis Inc., which operates the Minneapolis symphony 
orchestra 

Charles T. Foo, of True Story Women’s Group ad promotion de- 
partment, has been recalled to the Army as an infantry major... 
WLAN news editor Dick Schneider married Lois M. Elliott last 
month in Silver Creek, N. Y...Wedding bells also rang for New 
Yorker Larry Nixon of Hewitt, Ogilvy, Benson & Mather, whe mar- 
ried Dorothy Eiser of Lever Bros. ..And Charles Salik, owner-man- 
ager of KCBQ, San Diego, tuned in to his station from his honey- 
moon hotel suite, 3,000 miles away in Cuba. Then he and his bride, 
the former Louise Greben, put through a call to tell the staff that 
programs were coming over great. . . 


FIVE JOBS—FIVE HATS—To mark her installation as president of the Philadelphio 

Club of Advertising Women, Jerrie Rosenberg, who has four titles at Lovenson 

Bureau of Advertising, receives a hat for each job at the agency and one for her 

new job as club president. Presenting the gifts are Raymond Reinhart (left) and 
James Lavenson, partners in the company. 


Karl M. Mann, president of Case-Shepperd-Mann Publishing and 
secretary of Associated Business Publications, represented ABP at 
the International Advertising Conference in London...Irene Pear- 
son, of ABP’s staff, is going abroad for the first time on her vaca- 
tion 

Lou Weintraub, sales promotion manager for Pavelle Laborator- 
ies, is engaged to Renee Arum.. .Walter Haase, manager of WDRC, 
Hartford, is observing his 20th anniversary with the station. At 
one time or another, he’s held down practically every job in the 
organization... 

Grey Advertising’s prexy, Lawrence Valenstein, recently held a 
“men only” party for the Greybeards of Grey on his Scarsdale, N. Y., 
lawn. Fifty-nine staffers qualified as Greybeards, having been with 
the agency ten years or longer. Mr. Valenstein was the greyest, 
with 34 years. Runners-up included Bob Varol, art director, with 
27 vears; Norman Berger, assistant to the president, with 25 years; 
and V.P.s Joseph Lorin and B. I. Brownold, with 22 and 21-year 
connections respectively. . . 

Herman E. Fast, general manager of Station WKRC, is reported 
in good condition at Good Samaritan Hospital, Cincinnati, where he 
has been a patient since July 4. Mr. Fast has been advised that he 
needs a complete rest. . . 

Geraldine Lamm, the 17-year-old AFA essay contest winner, 
added another prize to her store during her recent trip to New York 
by winning $250 on the CBS-TV program, “Strike It Rich.” .. 

A color folder picturing the staff and services of the Seattle office 
of Honig-Cooper Co. has been published to mark the 25th anniver- 
sary of the merger of Warren E. Kraft’s “small advertising agency” 
with Honig-Cooper, oldest Pacific Coast agency. Mr. Kraft, a v-p. 
of Honig-Cooper, heads the Seattle office. . . 

Morrie L. Sharp, ad manager of the Journal, Portland, Ore., is 
co-author with Dean Collins, garden editor of the paper, of a 160- 
page book carrying some 250 illustrations in color and black and 
white, titled “Roses Illustrated and How to Grow Them.” It fol- 
lows the format of Morrie Sharp’s book on camellias, which is in its 
second printing in three years. Abbott, Kerns & Bell, Portland, is 
doing printing and it is expected off the press about mid-August. . . 

Lloyd Maxwell, executive v.p. of Roche, Williams & Cleary, 
has been elected president of the Off-the-Street Club, principal 
philanthropic activity of the Chicago Federated Advertising Club. 
Harlow Roberts of Goodkind, Joice & Morgan is the newly elected 
Ist v. p.: William C. White of Weiboldt stores is 2nd v. p.; M. Glen 
Miller, who heads his own agency, is secretary; and Hugh M. Dris- 
coll, National Boulevard Bank, is treasurer. . . 

H. D. Osteen, editor and publisher of the Daily Item, Sumter, 
S. C., is the new president of the Sumter Rotary Club. . Frank 
Stevens, general manager of the News-Times, Danbury, Conn., 
also has a new president’s job. The Danbury Chamber of Commerce 
has elected him. .. 

Harold J. Pennypacker, commercial representative for Station 
WPTZ, Philadelphia, considers Ben Hogan just a golf piker. Play- 
ing for only the second time in his life, he took low net honors at 
a tournament of the Junior Advertising Club of Philadelphia and 
walked off with a cup... 
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CHICAGO DAILY NEWS & 2 


Continues its Oe, 


ae 
tx 
IN GROCERY ADVERTISING VOLUME 
° . a 
: hi Newspapers | 
: among Chicago pap ; 
. 
Year after year—as far back as the records go — the Daily News — Chicago's 4 2 
HOME Newspaper—has been overwhelmingly FIRST in GROCERY ADVERTISING. eh “ 
National food manufacturers and Chicago retail grocers, fully cognizant of this a % 
dominant leadership, heve placed more advertising in the Daily News than in any - 
other Chicago daily newspaper. a ‘ss 
pd 21 : 
° @ 
° 3 t 
IN THE FIRST 5 MONTHS OF 1951 
2? 


THE CHICAGO DAILY NEWS PUBLISHED a 


1,642,798 LINES OF TOTAL GROCERY ADVERTISING § 


THIS WAS 44.0% OF ALL FOOD ADVERTISING & 
APPEARING IN CHICAGO DAILY NEWSPAPERS : 


e > 
a f 
7 ‘ 
> : 
4 | 
| ° The Leadership Score 
t ae 
TOTAL GROCERY ADVERTISING* PLACED IN CHICAGO DAILY ‘i 
NEWSPAPERS DURING THE FIRST FIVE MONTHS OF 195! + Agee 
RETAIL GENERAL TOTAL ee oe 
! er Per Per 2 i 
Lines Cent Lines Cent Lines Cent ie 
DAILY NEWS (Eve.), 915,737 48.5% 727,061 39.4% 1,642,798 44.0% ay 
Her.-Amer. (Eve.) _.... . 588,933 31.2 361,965 19.6 950,898 25.5 A 
} Tribune (Morn.) . ; 245,307 13.0 640,541 34.7 885,848 23.7 
Sun-Times (Morn.) ..... 137,088 7.3 116,934 6.3 254,022 6.8 kas 
Total _.. 1,887,065 100.0%, 1,846,501 100.0%, 3,733,566 100.0%, Ee 
j *Liquor linage omitted Source: Media Records, Inc. ve 
ere, 
ae 


. 


Fist in Fant in Gener VGist in Total 
Grocery Aduertising 


CHICAGO DAILY NEWS 


JOHN S. KNIGHT, Publisher 


LT 


DAILY NEWS PLAZA: CHICAGO 


LOs ANGELES OFFICE: 
NEW YORK OFFICE: paraett OFFICE: Story, Brooks & Finley, Ine. 
9 Rockefeller Plaza Free Press Building 1651 Cosmo Street 
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Sweetow Joins Sander Rodkin |Mennen Pleased with Match Book Promotion 


Alan R. Sweetow, formerly tele- 
vision 
Scott, has joined Sander Rodkin 
Advertising Agency, Chicago, 
v.p. in charge of radio and TV. Mr. 
Sweetow also will be executive 
on several accounts. The agency 
has been named to handle adver- 
tising of De Met Pontiac, Chicago 
car agency 


WOMEN’S 
GROUP 


IDEA 


director of Schwimmer &| 


as 


NewarK, July 17—The use of 
match book covers to promote a 
sample shaving kit has proved 
“very successful” for The Mennen 
Co., according to Leonard V. Col- 
son, the company’s advertising 
manager. More than 900,000,000 
such books have been distributed 
during the past four years. 

“So far as we are concerned,” 
Mr. Colson said, “the kit was a 
very successful sampling device 
and, in this case, the match book 
seems to have been an unusually 


| broad and most effective vehicle 


for attracting new customers.” 

The kit, offered for 15¢ and re- 
turn of the coupon on the:match 
book cover, contains a razor blade, 
brushless and lather shaving 
creams, after-shave lotion, talcum 
powder, and cream hair oil. In re- 
deeming the covers, Mr. Colson 
said, most people request several 
kits. 

The promotion also has served 


| to introduce large groups of people 


to Mennen products, he pointed 
out, as evidenced by the number 
of requests from executives want- 
ing to buy hundreds of kits to use 
as prizes, novelties or favors. 

To capitalize on the product in- 
terest created by this promotion, 
Mennen plans to feature straight 
institutional copy in its book match 


advertising for the next few 
months. 
Duane Jones Co., New York, 


handles Mennen’s shaving products 
advertising. 


Scott, Dumont & Lowman Born 

Scott, Dumont & Lowman, for- 
merly western sales representative 
of Consolidated Television Pro- 
ductions, has incorporated as a 
television sales company at 8255 
Beverly Blvd., Los Angeles. Offi- 
cers are: Robert Scott, president 
and treasurer; Earl Dumont, exec- 
utive v.p.; Martin Gordon, v.p. and 
general sales manager, and James 
Lowman, v.p. in charge of the San 
Francisco office. 


Two Appoint Schoenfeld 


Ben-Gee Products Co. Oak 
Lawn, IIl., has appointed Schoen- 


feld, Huber & Green, Chicago, to) 


handle advertising of Ben-Gee 
Bean Sprout balm, new pharma- 
ceutical for relief of pain from 
poison ivy, burns, etc. Newspapers, 
magazines, trade publications, ra- 
dio and TV will be used. The 
agency also has been appointed by 
Vollrath Co., Sheboygan, Wis., to 
handle its specialty lines of Mo- 
All Jr. power mower and portable 
hand saws. Newspapers and trade 
publications will be used. 


Radion Appoints Calkins 

Radion Corp., Chicago, has ap- 
pointed Calkins & Holden, Carlock, 
McClinton & Smith, Chicago, to 
handle advertising and promo- 
tion of its line of radio and TV 
antennas. 


Chappius to Western Agency 

Chappius Co., Burbank, Cal., 
ethical pharmaceutical manufac- 
turer, has appointed Western Ad- 
vertising Agency, Los Angeles, to 
handle its account. 


ALESOGRAPHY is a new concept in sales plan- 
S ning—in sharp contrast to geographical 
sales planning. Geography shows your mar- 
kets in terms of cities—Salesography shows 
your markets in terms of people. And that can 
make a big difference in your sales curve. 


Salesography shows that having distribution 
and advertising coverage in all the major 
cities is not enough. You still have no assur- 
ance of getting your goods through to some 
90,000,000 prospects in and around the smaller 


towns. 


True, volume sales of many items are made in 
the large cities. But to whom? Salesography 
shows that buying centers are, to a large ex- 
tent, dependent on the purchases of small 
town customers. PATHFINDER’S study of the 
customer list of big city stores proves this con- 
clusively. If you expect to sell these out-of- 
town customers, they must be presold in their 
homes. Preselling is the function of advertising. 


Salesography shows the extent to which small 
town people go to the city to buy. It proves 


fi 
Hs 


To 


that advertising directed primarily at city 
readers fails to reach the small town cus- 
tomers whose purchases are counted in city 


store sales. 


The shortest route to these small town 
customers is via the advertising pages of 
PATHFINDER. In and around communities of 
25,000 or less, PATHFINDER leads all news 
magazines. This is the market where 
PATHFINDER concentrates 80°; of its 1,200,000 


circulation. 


The PATHFINDER representative is trained to 
help you work out your distribution and ad- 
vertising plans, Consult him—he is at your 


service. 


Lene 


Pathtinde 


THE FAMILY NEWS MAGAZINE 
WASHINGTON SQUARE + PHILADELPHIA, PA. 
GRAHAM PATTERSON, Publisher 


BELOVED— Prince Matchabelli 
cologne will be introduced in September 
issues of five fashion magazines. Morse 
International, New York, is the agency. 


Beloved 


Youngstown Kitchens 
Uses Unique Movie 
to Train Salesmen 


Warren, O., July 17—Youngs- 
town Kitchens-Mullins Mfg. Corp. 
is using a unique motion picture 
to train its dealers and salesmen 
in the proper demonstration of its 
Jet-Tower automatic dishwasher. 

In the film, a company sales ex- 
ecutive and Diana, a “goddess” 
that Youngstown Kitchens uses as 
a trademark, combine their efforts 
to present sales and demonstration 
techniques. 

Diana makes a nationwide sur- 

vey, noting both geod and bad 
demonstration techniques. Her 
findings are tabulated at the com- 
pany’s home office and a motion 
picture is decided upon to get the 
information back to the men in 
| the field. 
Mr. Allen, the company execu- 
| tive, begins the “film-within-a- 
| film” by telling what props are 
| needed for a good demonstration, 
what the essential points of a dem- 
onstration are, and reviewing the 
| highlights of the Jet-Tower dish- 
washer. 

The suggested demonstration is 
followed by a short dramatization 
| showing a retail salesman actually 
using the suggested techniques. 

The film war prepared by The 
i. Handy Organization, Detroit. 


Mathews Is Executive V. P. 


Martin Mathews has been named 
executive v.p. of Concentrates 
Marketers Inc., organized last 
month to sell Sunkist frozen juices 
He will direct sales activities of 
the company’s western division. 
Mr. Mathews was formerly v. p. 
in charge of sales and marketing 
for Snow Crop Marketers division 
of Clinton Foods. He left Snow 
Crop with President J. I. Moone 
to form Concentrates Marketers 
| (AA, June 18). 


|GE Switches Bulb Theme 

General Electric Co.’s lamp de- 
| partment, Cleveland, will switch 
its bulb theme this fall from “bulb 
snatching” to “Alice in Wonder- 
land” in a tie-in with the coming 
Walt Disney movie. Color display 
ecards featuring Alice and her 
friends will be distributed to re- 
tailers. 


Tondu Joins ‘Women's Wear’ 


Fay Tondu, formerly assistant 
advertising manager of Philco In- 
ternational Corp., has been named 
advertising promotion manager of 
Women’s Wear Daily, New York. 
He succeeds Arthur LaHines, who 
has joined Footwear News. 


Hartshorn Names F. C. Suto 

Stewart Hartshorn Co., New 
York window shade _ products 
manufacturer, has named F. C. 
uto director of advertising, pub- 
lic relations, sales promotion and 
merchandising. 


n 


Krueger Names Leo Voell 

W. A. Krueger Co., Milwaukee 
color lithographer, has named 
Leo J. Voell national sales mana- 
ger. Mr. Voell will supervise all 
sales outside Milwaukee, except 
for Chicago 
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Suchard’s Fall Ads 
Aimed at Food and 
Drug Store Sales 


Lititz, Pa.. July 17—Wilbur 
Suchard Chocolate Co.’s fall ad- 
vertising drive, featuring Suchard 
chocolate squares, will be aimed at 
creating greater consumer accept- 
ance of the company’s products in 
food and drug stores. 


Plans call for half-pages in full | 


color in Sunday magazine sections 
of the Chicago Tribune, New York 
News and Philadelphia Inquirer, 


and two-color, one-fifth-page ads | 


have been scheduled for This 
Week Magazine in 28 markets. 

The half-page ads will illustrate 
packages of chocolate squares’ five 
different flavors, milk, almond, 
crisp, bittra and coconut; the one- 
fifth-page ads will emphasize the 
product's three top flavors from 
a sales standpoint, milk, almond 
and crisp. Suchard plans to use 
b&w space in eight cities, follow- 
ing the same pattern. 


s John Wood, v.p. and sales di- 
rector, in announcing the cam- 
paign said that Suchard’s policy 
of cooperating with retail outlets 
in both newspaper advertising 
and store demonstrations will be 
continued as in the past. 

Although copy features the 
chocolate squares, Suchard be- 
lieves that name association will 
help sales of other company prod- 
ucts, including half-pound bars, 
5¢ and 10¢ bars, Wilbur Buds, 
Wilbur Stars and a new product 
which is a 634-ounce chocolate 
block with peanuts, also packaged 
under the Wilbur name. 

Foltz-Wessinger Inc., Lancaster, 
Pa., is the agency. 


Direct Mail Group to Meet 

The nationa! convention of the 
Direct Mail Advertising Assn. will | 
be held Oct. 17-19 in Milwaukee. | 
Chairman of the steering commit- | 
tee is Richard H. Nelson, super- 
visor of direct mail advertising for 
the general machinery division of 
Allis-Chalmers Mfg. Co., Milwau- 
kee. 


mentioned itsnew 
booklet describing the 
Mighty Tidy model 
vacuumcleaner,it 
got 7,087 requests — 

in three weeks in 

_ New York—and made | 

plans to advertise _ 
other models—on... 
THE HOUSEWIVES’ 
PROTECTIVE LEAGUE 
Most sales-effective 


‘Redbook’ Names Mitchell 


G. L. J. (Jerry) Mitchell, for- 
merly with American Family, has 
been appointed to Redbook’s Chi- 
cago sales staff to cover the St. 
Louis territory, a vacancy left by 
the transfer 
McCall's. 


‘Roads & Streets’ Names 2 

H. J. Conway and L. A. Conway 
have b2en appointed assistant pub- 
lisher and advertising editor, re- 
spectively, of Roads & Streets, Chi- 
cago. 


of Paul Merrin to. 


Nash Named to Ellis Board 
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Edward Cauduro Joins Hyster | Weber Joins GE Supply Corp. | Fair Trade Bureau Continues 


Edward Cauduro, fermerly 
the sales staff of American En- 
graving, has joined the sales pro- 
motion department of Hyster Co., 
Portland earth moving equipment 
manufacturer 


Haviland Nash Sr., 
of Hav 


president 
Nash & Associates, Ro- 
chester, has been elected to the 
board of Ellis Advertising Co., 
Buffalo, following affiliation of the 
two agencies 


on | 


Robert W. Weber has been 
named advertising and sales pro 
motion manager and  assistan 


manager of appliance sales of Gen- 
eral Electric Supply Corp., Cin- 
cinnati. He was previous!y with 
GE in Dayton® 


]. ]. Weiner Agency Moves 

J. J. Weiner Co., San Francisco, 
has moved to 149 California St 
The agency recently named Wil- 
lard S. Anderson radio-TV direc- 
tor 


Continuance for a third year of 
the program of the Bureau of Ed- 
ucation on Fair Trade, New York, 


has been voted by its steering 
committee. The group operates 
under auspices of the National 


Assn 


‘TV Digest’ Goes on TV 

TV Digest, Philadelphia fan 
magazine, has taken over sponsor- 
ship of a series of Westerns on 
Station WFIL-TV, Fridays, 7:30- 
8 p.m 


of Retail Druggists. 


Your Advertising in 
The World-Herald 


reaches a consumer 


market of 1/2 million 


people with 2 billion 


dollars to spend 


7 
Read by 3 out of 5 families in 


Nebraska 


and Western lowa 


Omaha World-Herald 


O'MARA & ORMSBEE, National Representatives 
New York, Chicago, Detroit, Los Angeles, San Francisco 


Total net paid circulation—249,627 Daily, 254,966 Sunday 


(Publisher's Statement for six-month period ending March 31, 1951) 
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American Gas Assn., Gas Appliance Makers 
Plan ‘Old Stove Round-Up’ in Fall Drive 


New York, July 17—In an ef- 
fort to solve the problem of cur- 
rently retarded sales, American 
Gas Assn. and the Gas Appliance 
Manufacturers Assn. will stage 
“The Old Stove Round-Up” from 
Sept. 3 to Nov. 30, in which 800 
gas utilities, 62 gas range manu- 
facturers and 40,000 gas appliance 
dealers will participate. 

Local “round-ups” will run for 
six-week periods during the three 
months. Each will be sparked by 
a gas company which will coor- 
dinate its own promotional efforts 
and those of dealers in all brands 


SIGHS OF LONG LIFE” 
FOR QUANTITY BUYERS 
THE ARTKRAFT® SIGN CO. 


SSMS 


Serer hy Yt he OF 


of gas ranges. A quota of 1,500,000 | 
gas ranges having a retail value 
of more than $300,000,000 is the 
drive’s goal. 

Ads in women’s magazines spon- 
sored by AGA and gas range 
manufacturers will support the 
campaign during September and 
October, and the manufacturers’ 
group will carry an _ extensive 
schedule of two-color and b&w ads 
in 11 trade publications from Sep- 
tember through November. Gas 
utility companies and dealers have 
budgeted $1,500,000 for me 

} 
| 


| advertising. 


e The western theme will be tied 
jin with Metro-Goldwyn-Mayer’ 

| new 
| Carnival,” 


technicolor movie, “Texas 
Starring Esther Wil- 
= || rte and scheduled for October | 
release. AGA's promotion portfolio | 
| will include appropriate ways for | 
| Bas utilities and appliance dealers | 
| to tie in with local presentations | 


of the film. One AGA ad will fea-! 


ture a testimonial by 
liams. 

The promotion folder also will 
contain instructions for promotion 


Miss Wil- 


of various contests, plus descrip- | 


tions for holding parades, door-to- 
door sales drives, street demon- 
strations, etc. The manufacturers’ 
group also will have a “saddlebag” 
portfolio for dealers’ and manu- 
facturers’ representatives, which 
will contain all the AGA material 
plus other sales aids. 

AGA consumer advertising is 
handled by McCann-Erickson, 
and Ketchum, MacLeod & Grove 
handles its industrial advertising. 
Morey, Humm & Johnstone is the 
agency for the gas appliance mak- 
ers’ group. 


Guy Dew to Publishers Group 

Guy Richard Dew, formerly v. p. 
of Burnham Associates Agency and 
representative of the Long Island 
Daily Press, has been appointed 
assistant to the general manager of 
the Pennsylvania Newspaper Pub- 
lishers’ Assn. 


Libbey. Glenmore 
Again Plan Tie-in 
on Whisky, Glasses 


| Torepo, July 18—Another tie-in 
| promotion for Libbey glassware 


and Kentucky Tavern whisky is 
scheduled for November and 
December. 

Glenmore Distilleries Co. and 


Libbey Glass division of Owens- 
Illinois Glass Co. last year got to- 
gether on a joint promotion in 
which Kentucky Tavern was pack- 
aged in a gift decanter designed to 
fit in with a special Currier & 
Ives pattern designed by Libbey 
(AA, Oct. 16, °50). 

This fall the two companies will 
jointly advertise each other's 
product, which will have a “Treas- 
ure Island” motif. Libbey’s new 
Treasure Island hostess glassware 
is etched with five scenes in color 
from the old Stevenson adventure 
story. Nine sizes of glassware (in- 
cluding the decanter) will be of- 


’s 


in newspapers... with Reilly Plastictypes 


“I scream, you scream, we all scream for ice cream’’— 


sure it's America's 


favorite dessert! But, to newspaper 


readers, your brand's got to look good to taste good. 
It looks its taste-tickling best when you use Reilly 


Plasticty pes®. 


You can't beat the sharpness and sureness of a Reilly 


newspaper reproduction .. 


. right down to the smallest 


detail on your product package. And you can use ap- 
pealing photographs like the above with comp!ete con- 
fidence they'll reproduce right with Reilly. Even in 


Creator of Better Plates 
for Better sian 


dealer mats for local newspapers, they'll never get fuzzy 


REILLY PLASTICTYPES 


nor fade. What makes a Reilly Plastictype better? Ex- 
clusive Vinylite molding for greater tonal value. . . 
unique Reilly Duramatrix for full depth retention. 
Routing depth guaranteed at 55 thousandths of an 


inch... 


the greater experience and skill of teams of 


Reilly specialists on every step in production. 

Who says Reilly Plastictypes are better? Over 350 
national newspaper advertisers who use over one mil- 
lion of them a year, and your experience-seasoned 
Reilly representative. Ask to see the proof in his tear- 
sheets or use the handy coupon below. 


AAT 
Reilly Electrotype Co., 305 E. 45th St., New York 17, N.Y. 


Show me why your Plastictypes will give me 
better reproduction in newspapers. 
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TIE IN AGAIN—Glenmore Distilleries will 
run this copy next fall, tying in a second 
time with a Libbey glass design. 


fered, most of them in sets of 


eight. 


@ Libbey will show the glassware 
in a page in Life Nov. 5, and Glen- 
more will show some of the glasses 
in color pages it will run in 
| November and December in Col- 
| lier’s, Holiday, Gourmet, Life, 
Look, The New Yorker, Newsweek, 
| Time, Town & Country and U. S. 
News & World Report. In addition, 
Glenmore will feature the offer 
in more than 200 newspapers. (Last 
| year Glenmore used seven maga- 
zines and Libbey an equal num- 
ber.) 

Other Libbey advertising this 
fall will concern its stemware pat- 
terns and stock hostess sets. The 

| former will be advertised in Bet- 
ter Homes & Gardens, Bride’s Mag- 
azine, House Beautiful, House & 
Garden and Modern Bride; the 
latter in House Beautiful, House & 
Garden and Ladies’ Home Journal. 

J. Walter Thompson Co. is Lib- 
bey’s agency, and D’Arcy Adver- 
tising Co. handles Kentucky Tav- 
ern. 


Magazine Increases Rates 
Progressive Farmer, Birming- 
ham, has announced new South- 
wide and separate edition ad rates 
that go into effect with the Janu- 
ary issue. The Southwide line rate 
will be up 50¢ or 7.7% and b&w 
and four-color rates will go up 
$300, or 7.3% and 5.8%, respec- 
tively. The magazine blamed “in- 


creased costs for labor, materials 
and other production 
the rate increase. 


items” for 


@ To sell Waterloo and 16- 
county trode crea — IOWA'S 
BIGGEST, RICHEST AGRICUL. 
TURAL-INDUSTRIAL AREA — 
cast your line in THE COURIER 
|.__-—the only paper that blank- 
‘ets this area! 


Waterloo Dailn Conrier 
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RALPH LEAVENWORTH 


For the past fifteen years, Mr. Leavenworth has been Vice 
President and Account Executive, Fuller & Smith & Ross, Inc., 
Cleveland. Came with the agency in 1936. Prior to that was 
General Advertising Manager of Westinghouse Electric in 
Pittsburgh. Had other sales and advertising connections in 
Cleveland between 1919 and 1931. Graduate of Hamilton 
College and has served in the past as an Alumni Trustee of 
that institution. Extra-curricular activities include mémber- 
ship on the Board of the Metropolitan YMCA and President 
of the Citizens League of Cleveland. 
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Says RALPH LEAVENWORTH, 


Vice President 


FULLER & SMITH & ROSS, INC. 


“ADVERTISING AGE fills a most important 
dual function for me, first, as the chronicler of 
news in the advertising world, and second, as a 
source of valuable information on special subjects 
of interest to an agency man like myself. 


“I like it for its easy to scan format as well as 
for its content. In short, I like it, as evidenced 


by my almost continuous readership since its 


beginning.” 
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76% of Americans Say ‘Big Business 
Should Be Controlled by Government 


But National Survey 

Shows They Also Know 

U. S. Benefits from It 

ANN Arsor, Micu., July 18 
Seventy-six per cent of the Amer- 


ican people think “big business” 
is good for the country, but that 


the government should have some 


control over it. 
This was learned by the Survey 


gan as a result of exhaustive studies 
based on a random sampling made 
throughout the country. The sur- 
vey was financed by a $50,000 
grant from General Motors Corp. 

In reporting the findings of the 
survey, Dr. Angus Campbell said 
that 1,200 persons were inter- 
viewed. 

The report also showed: 

1. Seventy-one per cent of the 
people believe that big business 


Center of the University of Michi-' could sell its products at less 
"(iar EE ae aa ae ae a ae ee ae 
1 we point with pride to those TV traslers | 
| featuring Milton BERLE, Eddie CANTOR, | 
' Bob HOPE, Ed WYNN which we made I 
| for National Broadcasting Company. 
Telefilm Inc. Hollywood 28 Calif. Since 1938. \ 


money and still make an adequate 
profit. Only 18% feel that things 
could not be sold for less and yield 
a fair profit. 


@ 2. Thirty-six per cent think that 
the small firm could bring down 
its prices, while 47% say a fair 
profit would not result. 

3. Seventy-one per cent believe 
the government should have some 
degree of authority to curb busi- 
ness power over the consumer. At 
the same time, 18% say “govern- 
ment control is a bad _ thing.” 
Others qualified their opinion or 
said they did not know. 

4. On labor relations, wages and 
security, the public in general feels 
that big business is not doing a 
bad job. Forty-six per cent believe 
big business pays higher wages 
than small business, while 12% 
think small business pays better. 
Twenty-six per cent feel there 
is little difference in pay due to 
the size of the enterprise. 

If present public expectations 
come true, big business may expect 
to have decreasing power 20 years 


from now. The public ranked the 
national government first in influ- 
ence on national affairs, labor 
unions second, big business third, 
state government fourth and “bus- 
inesses that are not big” in fifth 
place. 

Shifting the rankings to “what 
may be expected in 20 years,” the | 
study found that the people ex-| 
pect both national and state gov-| 
ernments to have increasing in-| 
fluence, with labor and big busi-} 
ness having a declining saeeues 


es From the consumers’ angle, ! 


those interviewed feel that big} 
business is responsible for mass 
production and mass distribution 
with resulting benefits; develops 
and improves products through 
continuing research; expands read- 
ily to meet the nation’s needs in 
wartime. 

The consumers also feel that, as 
a result of its employment and 
productive functions, big business | 
generally helps raise the standard | 
of living and contributes to the} 
prosperity of local merchants and, | 


| 
| 


|@ That 


a8 a 
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hence, to the community. 

Other reasons listed included: 
supports non-industrial research, 
philanthropies, education, com- 
munity welfare, pays heavy taxes 
in support of government and rep- 
resents “the backbone of the free 
enterprise system.” 


@ Those who feel big business is 
an adverse influence mentioned 
the following reasons: 

1. Destruction of competition: 
maintenance of unwarranted high 
prices; creation of artificial short- 
ages; exercise of too much power 
over government, newspapers, 
schools and other institutions; re- 
sponsibility for strikes and labor 
unrest: disregard of rights of 
workers to fair wages and good 
working conditions. 

2. Responsibility for technologi- 
cal, seasonal and cyclic unemploy- 
ment; elimination of craftsman- 
ship, stultifying the worker and 
killing incentive; profiting by the 
manufacture of such disapproved 
products as liquor and cigarets. 


the public favors low 
prices and high quality, regardless 


| of whether they are assured by big 


IT'S EASY WITH THE 


THE COMMERCIAL APPEAL 
MEMPHIS PRESS-SCIMITAR 


Scripps-Howard Newspapers 


Asked whether 


| 
| cided. 


or little business, was evidenced 

by replies to a question as to which 

type of grocery they favored 
Forty-one per cent patronize 


RIGHT COMBINATION! scsi lt 


resort to small indepe nts and 
11% buy from local supermarkets. 


| The rest were indifferent or pa- 


tronized all as convenience dic- 
| tated. 


government 


|should exercise control over big 
| business, the answers were: 

| Fifty-three per cent believe such 
ree beneficial; 18% 


said “yes, 
if such control were properly cir- 
cumscribed and limited in various 
ways”; 14% consider control ob- 
| jectionable. The rest were unde- 


| e “What things do you think gov- 
| ernment should control?” brought 


the following response: 


Prices . 32% 
| Wages, hours. working conditions 14 

| Monopolies, size of business units ll 
Strikes, management-labor relatio xs 

Profit limitation 7 


Specific companies, rents, housing 
costs, quantity and quality of 
Production, defense production 
communications, trade practices 27 


In general, the survey indicated, 
the lower the income scale for the 
wage earner, the more he is in- 
clined to consider it the duty of 
someone to make gainful employ- 
ment available 

The report summarized 

“The general picture seems to be 
one of level-headed recognition of 
the tremendous advantages accru- 
ing to the country as a result of 
big business’ accomplishments, but 
this in no way implies satisfaction 
with all the aspects of big business 
activity. 

“Severe criticisms in several 
areas of business functioning exist 
side by side with the recognition 
of the over-all worth to the coun- 
try.” 


| Bradford Revises List of 
Marketing Research Firms 
A fifth edition of “Bradford's 
Survey of Marketing Research 
Agencies” has been issued by Dahl 
Publishing Co., Stamford, Conn. 
The reference work covers more 
than 300 organizations which do 
marketing research or related 
work in all parts of the world. 
Listing company name and ad- 
dress, principal officers, size of 
field and office staffs, and kind 
and scope of services performed, 
the volume was compiled by Prof. 
Ernest S. Bradford, professor of 
marketing at Manhattan College. 
It sells for $5. 


Watson to Advise Carillon 


James Watson, sales consultant 
and lecturer, has been given an 
advisory post with George Carillon 
Productions, Hollywood. He will 
be available for consultation on 


sales and merchandising problems, 
| market research and general issues 
‘related to commercial films. 
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Final Arguments in ‘Times-Picayune’ Case 
Heard; Court Takes Case Under Advisement 


New Orveans, July 17—Oral 
arguments were heard last Thurs- 
day in the government’s anti-trust 
Suit against the Times-Picayune 
Publishing Co. and four of its of- 
ficials, and the suit was taken un- 
der advisement by Federal Judge 
H. W. Christenberry. 

In the final arguments the is- 
sues in the case had been nar- 
rowed down to two questions: 

1. Whether the defendants’ clas- 
sified and national advertising 
contracts are in unreasonable re- 
straint of interstate commerce. 

2. Whether the defendants had 
attempted to monopolize the news- 
paper business in New Orleans. 


s In its defense, the Times-Pic- 
ayune company said that the unit 
advertising rate for the Times- 
Picayune and States was put into 
effect because it was necessary to 
increase the company’s revenues. 

There were other methods that 
might have been adopted, counsel 
for the company admitted, one of 
them being to raise advertising 
rates. 

If that had been done, however, 
there would have been a restrain- 
ing effect on the great majority 
of the paper's national advertisers, 
counsel continued, whereas in the 
trial the government produced on- 
ly two witnesses to say they had 
been restrained by the unit rate. 


e As to any restraining effect on 
the New Orleans Item as a result 
of the unit rate, Times-Picayune 
counsel conceded that two wit- 
nesses testified they had taken 
their advertising out of the Item. 
However, counsel pointed out, 
both were isolated cases represent- 
ing two particular brands of whis- 
ky, whereas actually during 1950 
the Item showed an increase of 
10% in volume of liquor adver- 
tising, as compared with 1949. 
The four Times-Picayune com- 
pany officials named as defendants 
in the suit are: Leonard K. Nichol- 
son, president; John F. Tims Jr 
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Ist v.p. and general manager; 
Aubrey F. Murray, advertising 
director, and Don W. Coleman, 


circulation manager. 


Stanley Clague Promoted 
Stanley R. Clague, circulation 
director and secretary of Modern 
Hospital and Nation’s Schools, Chi- 
cago, has been appointed associate 
publisher of the two magazines. 


| Trane Account to Leave 
Tatham-Laird Jan. 1 


Trane Co., LaCrosse, Wis., and 
Tatham-Laird, Chicago agency, 
will terminate their relationship, 
effective Jan. 1, 1952. Trane has 
been spending about $300,000 an- 
nually for space, about two-thirds 
in institutional advertising in gen- 
eral publications, and the remain- 
der in business papers. 

Creation and production of the 
latter has been handled by the 
Trane advertising department but 
placed through the agency. In ex- 


plaining the termination, L. A. 
Trumble, Trane advertising man- 
ager, said: “Our trade and techni- 
cal advertising has increased to 
the point where we need an agen- 
cy with an industrial department 
We have been very happy with 
Tatham-Laird, but they do not 
have, and do not wish to add, such 
a department.” 


| Poler Joins Esmond & Dore 


E. Edson Poler, former editor of 
Esquire's Apparel Arts, has joined 
Esmond & Dore, New York, as an 
account executive 


Alaska Outlets Join NBC 

Stations KFAR, Fairbanks, and 
KENI, Anchorage, Alaska, have af- 
filiated with the National Broad- 
casting Co. Owned by the Mid- 
night Sun Broadcasting Co., both 
already are affiliates of ABC and 
Mutual. 


Capitol Promotes Lloyd Dunn 

Lloyd Dunn, merchandising man- 
ager of Capitol Records, New 
York, has been named v.p. of the 
company. He now supervises pro- 
motion, advertising, publicity and 
merchandising. 


EASY ON THE PRESS...EASY ON THE EYES 
Ta 


NATIONAL 


TICONDEROGA TEXT 


When you need a match, specify Ticonderoga Text 

... match envelopes and coverweight in 7 watermarked 
colors plus cream and Brite White, laid or wove, plain or 
deckle-edged. You'll get truly distinctive appearance in 
brochures, book jackets, programs, menus, announcements, 
etc... . at surprisingly low cost. Versatile Ticonderoga 
Text is easy on any press . . . offset, letterpress or gravure. 
International Paper Company, New York 17, N. Y. 


INTERNATIONAL PAPERS 
for printing and converting 
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some cases down so much that 


Appliance Dealers Much Overstocked, dealers have failed. Those retailers 


New York, July 18—There is no 
shortage of appliance merchandise 
anywhere and government credit 
restrictions, high prices and gener- 
al consumer resistance are the ma- 
jor contributions to declining sales. 

These are two of the findings in 
a 15-page study, “Appliance Re- 
tailing in a Mobilization Economy,” 
covering conditions currently af- 
fecting sales of major appliances, 
electrical housewares, radio and 
television, released this week by 
McCall’s 

The report, prepared by Albert 
P. McNamee, McCall's home ap- 
pliance manager, is based on direct 
interviews with several hundred 
appliance dealers throughout the 
country between April 1 and June 
15. 


e Unmaterialized anticipated 


| McCall's’ Finds; Analyzes Problems oA “a peculiarity.” Some deal- 


who reported anything approach- 
satisfactory volume were 


ers spoke of dropping electric 
J housewares items because “sales 
shortages and lagging defense pro- | don’t justify the investment.” 

duction contributed to the high} 
saler j re 2S > > Sai | 
- — - roe te wethington @ The great majority of dealers, 
with velatively few exceptions | according to the study, blamed the 
were overstocked, many of them | Sales doldrums on Regulation W, 
dangerously so. Merchandise was which, they charged, eliminated 
found stored in barns, basements, | from the market all families earn- 
garages, warehouses, lofts, and| ‘8 $75 per week or less. Other 
even in backyards, covered with | Sales deterrents in order of fre- 

tarpaulins. .. This over-inventoried | WUERCY of ore ——— , 
condition was not peculiar to any General sales resistance, high 
one area. TV and _ refrigerator | PECes of appliances, a taxes, 
stocks were often up 200%, re- | highest income taxes in history, 
frigerators generally 100%, ranges | high cost of living, anticipatory 
50% to 100%...To complicate the | buying in 1950, government mort- 
inventory problem, a considerable | gage and housing restrictions, calls 
number of retailers are still bur-| to armed services and too many 
dened with 1950 models of major retail outlets (“not ene vel- 
appliances,” it was stated. ume for ee of us x , , 
With few exceptions, dealers re-| When it comes te TV, in addi- 
ported all home equipment sales | tion to the above, there are other 
off as compared to last year, in | factors which further cloud the 
. | bleak picture. They include, ac- 


‘Your SELLING job in this top U. S. market use WTIC 


WTIC DOMINATES 


THE PROSPEROUS SOUTHERN 
NEW ENGLAND MARKET 


as 


WTIC’s 50,000 Watts represented nationally by Weed & Co. 


cording to the study: 

| Lack of confidence in the stabili- 
|ty and selling practices of the TV 
industry, meaningless price tags, 
installation and service charges 
and problems, the Federal Com- 
| munications Commission freeze on 
new TV stations, the color contro- 
versy and program quality. 


e Mr. McNamee makes the per- 
sonal observation that dealer 
apathy is also a contributory fac- 
| tor. 

| “There is not a sufficient amount 
|of intelligent, aggressive promo- 
| tional planning and selling. There 
|is little creative effort. The sales 
activity of a considerably high per- 
centage is limited to responsive 


selling, wherein the sale is initi- 
ated by the consumer rather than 
pone | by any action on the part of the 
Pe TA dealer,” he notes. 


ws 


“Another glaring deficiency,” 
Mr. McNamee said, “is the lack of 
ability to sell on the part of many 
dealers and their staffs. Coupled 
with that is a pitiful lack of know- 
ledge of construction features and 
operating qualities of the products 
they are supposed to be selling. 
| They just don’t know the merchan- 
dise. One thing is certain, they 
don’t know TV at all.” 


@ The study goes into present day 


Paul W. Morency, Vice-Pres.—Gen. Mgr., Walter Johnson, Asst. Gen. Mgr.—Sales Mgr. 


selling practices and expresses 
alarm that so few dealers today do 
any outside selling. Trade-ins, 
normally essential to sound dealer 
operations, are being abused, caus- 
ing confusion and lack of confi- 
dence in the public’s mind, it said. 

Television advertising in partic- 
ular came in for criticism: “In var- 
ious sections the advertising of 
some retailers—happily a small 
minority—is definitely deceptive. 
An attempt is made to cause the 
reader to believe that he will get 
something which he definitely will 
|not. The ads are full of double 
talk. Prices are misstated, and il- 
lustrations are used with prices 
which do not belong together.” 

As for the sales outlook for the 
rest of the year, the study said that 
dealers are fearful, optimistic or 
filled with doubts. “Although, it 
must be said, by and large it is 
generally believed that business 
will record a definite improvement 
before the end of the year,” the re- 
port concluded. 


Israel Account to Kupsick 
Scrip to Israel, a corporation 
headed by Bartley C. Crum, has 
appointed J. R. Kupsick Adver- 
tising Agency, New York, to han- 
dle its advertising on a national 
basis. Newspaper space has al- 
ready been used in New York, and 
radio and television programs are 
being planned. Scrip can _ be 
mailed to residents in Israel and 


is redeemable without ration 
points for scarce food, clothing 
and household goods in retail 


stores in principal Israeli cities. 
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fy wat > bee 
Federal Reserve Figu 


WasuincTon, July 17—Depart- 
ment store sales presumably 
reached their summer nadir in the 
first week of July, hitting 220 on 
the index (1935-39 equaling 100). 
This, however, was two percentage 
points above the corresponding 
week of 1950 and 19 points above 
the same week of 1949. 

More cities reporting store sales 
to the Federal Reserve System had 
losses for the week, however, than 


DEPARTMENT STORE 
SALES INDEX 


1935-39 EQUALS 100 


Week to July 7, 51*..p220 
Week to July 8, '50*....218 
} Week io July 9, °49*....201 
Week to June 30, ’51*..240 
Week to June 23, °51*..259 
Week to June 16, °51*..265 
j 


pPreliminary. 
*Not adjusted seasonally 


cities reporting gains. Only four 
cities west of the Mississippi re- 
ported gains, and many in other 
areas showed losses, too. 
Substantial year-to-year sales 
increases were enjoyed in a few 
eastern and southern cities. The 
greatest of these was a 43% gain 
in Syracuse, and Boston, Buffalo, 
Philadelphia and Augusta, Ga., all 
racked up gains of more than 20% 
over the corresponding week a 
year ago. 
% Change from ‘50 
eek Ended 


Federal Reserve June June July 
District and City 23 al 7 


UNITED STATES 6 —2? 1 
Boston District 3 —! W 
New Haven 6 1 16 
Boston 2 0 24 
Lowell-Lawrence 8 3 1 
Springfield 10 3 0 
Providence 3 5 2 
New York District " Ly 16 
Newar 9 2 7 
Buffalo 13 4 22 
New York 15 9 7 
Rochester i3 ri8 —1l 
Syracuse 9 3 43 
Philadelphia District 6 —3 16 
Philadelphia 3 r—6 21 
Cleveland District 5 ret —1 
Akron 8 —2 —5 
Cincinnati —1 —o -2 
Cleveland 9 4 —-1 
Columbus 6 —-3 -4 
Toledo 3 0 4 
Erie 5 —5 0 
Pittsburgh o —tl 0 
Richmend District 2 ri 6-3 
Washington 3 2 -—7 
Baltimore 6 3 3 
Atlanta District —2 ri 0 


Named by Goodrich 


William L. 
named manager of the Oaks, Pa. plant 
of the B. F. Goodrich Company, Akron, 


Carpenter has been 


Ohio. Mr. Carpenter is a regular reader 
of The Wall Street Journal. Like most 
men everywhere who are getting ahead 
in business he finds The Journal pro- 
vides necessary background for im- 
portant decisions. 


(ADVERTISEMENT) 


WOMEN’S 
GROUP 


_  - i} ~~) El Rancho Yugurti Expands 1 Joins, 1 Leaves ‘Courier’ 
a) fF (ania Fort Worth 4 r-2 —11 El Rancho Yugurti, Monrovia, John Voorhies, son of Earle E. 
Ss, Ah VQ ‘seh oe. cag % -3 —% Cal., has set up a $200,000 budget Voorhies, publisher of the Courier, 
SD LAS fe Ss ta Bass San Francisce District s r—« —#s to expand its distribution of com- Grants Pass, Ore., has joined the 
Los Angeles Area i) —5 —ll mercial yogurt, previously con- paper's advertising staff. Roy H. 
rez on Department Store Sales py . = ~% | fined to the Los Angeles area, to Adams, formerly Courier ad man- 
7 San Francisco 8 —4 -—3 include all of California and neigh-| ager, has joined the advertising 
[ee ny = — - ye & — : a = boring states. National expansion, | department of the Hollywood Citi- 
Miami 8 —5 °* Seattle 7 —3 —3 market by market, will follow.) -en-News. 
Atlante =3 +18 — Spokane 9 ae | temo ——— Rg Aw 
\ugusté F nes advertising wi used. ogge- 
New Orlea 2-3 28 vis - - 
aie... 4 r-3 12 ny available Privett, Los Angeles, is the agen- 
Chicago District 5 2 ° cy. 
Chicago 4 —1 ; h EI 
Indianapolis 10 =i Goodric. ects Needles 
Detroit . 2 = Pickett Joins Walsh Agenc 
Milwaukee $s = -§ Ira G. Needles, v.p. of B. F. joins yer Y 
ay Fy pee —! = 35% Goodrich Co. of Canada, Kitchen- _, L- E. Pickett, formerly with Mc- 
Louisville 1 —6 — er, Ont., has been elected presi- Cann-Erickson in Chicago, has 
Louis Azes 4 -—9 -—9% dent, succeeding George W. Sawin, been named to the executive staff 
emote we 0 - 4 who resigned June 30 for reasons °f the Toronto office of Walsh Ad- 
Minneapolis 15 0 = of health. vertising Co. 
St. Paul ee 
Duluth-Superior ..... 1 4 0 
Kansas City District 2 r-s —3 Kerker-Peterson Boosts Lied § Wolverine Names Maxwell 
— 3} + 23 Donald L. Lied, art production W. H. Maxwell, director of sales 
Kansas City —3 4 —9% supervisor of Kerker-Peterson & of Wolverine Tube, Detroit, has 
eee se 3 P- = Associates, has been promoted to been named assistant to the v. p. 
Tule 0 —15 —13| Production manager of the Minn- in the company’s Washington of- 
Dallas District sr —6/ eapolis agency fice. 


“WHY OUR ADVERTISING BE 


SEE YOUR LOCAL 


The opportunity to list your dealers is one 
of the advantages of advertising at the 
local level—in the five Midwest Unit Farm 
Papers. When you specifically tell the 


3 t the nomes 
F a local deal farmer and his wife where they can buy 
ors, you odd an os your product, you've moved them a step 
teres!s 


ment that in 
the reader . The od 
successfully plants in 
his mind the reasons 


closer to the sale. 
Impractical in national farm magazine 
advertisements, listing your dealers in 


—_—— 


—_—_ 


es BS = = why to buy—"0W Midwest Unit Farm Papers will get results 
= == = Z| fe wonts oe in dealer loyalty, and in appreciation they 
Ee =S => = where. Tell will show you by pushing your product. 


| 


Buy the Unit—one order, one plate 
at a substantial saving in rates. 


FARMER & IOWA HOMESTEAD « WISCONSIN AGRICULTURIST end FARMER 


= S| MIDWEST 47 PO UNIT 


NEBRASKA FARMER « PRAIRIE FARMER « THE FARMER + WALLACES 


MORE SPECIFIC THAN... 
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National Breweries Reported Reluctant 


to Sell Facilities to Canadian Breweries 


New York, July 17—E. P. Tay- 
lor, board chairman of Canadian 
Breweries Ltd., Toronto, has told 
AA here that reports that his com- 
pany has purchased Black Horse 


Ale Inc., subsidiary of National 
Breweries Ltd., Montreal, are pre- 
mature. 


NEWSPAPER 
CLIPPINGS 


from 2000 doily and weekly news- 
popers in Minnesota, Wisconsin, 
lowa, North and South Dakota, 
Montana and Nebroska. We can 
give you complete coveroge on 
ANY SUBJECT, news or advertis- 
ing. Write for details. 


Western Press Clipping Exchange 
Established 1900 


1022 Lumber Exch. Bldg., Minneapelis, Minn, 


Wiile negotiations are being 
conducted, he admitted, nothing 
has been concluded. “It is likely 
to be six weeks before there is 
anything definite,” he said, and 
refused to elaborate. At the office 
of Black Horse Ale, inquiries were 
referred to Montreal. 


Canadian Breweries Ltd., which 
is the holding company of the 
Brewing Corp. of America, Brad- 


ing’s, O’Keefe’s, Carling’s and Brit- 
ish-American Brewing Co., has 
been trying to arrange for the pur- 
chase of a majority of the common 
stock of National Breweries Ltd. 
An offer made by Canadian to 
National, which controls such 
brands as Dawes, Dow, Frontenac, 
Boswell, Champlain and Black 
Horse, was turned down by direc- 
tors of National. Canadian is un- 
derstood to have offered another 
proposal, which is believed to be 
rather unfavorably regarded by 


Norman G. Dawes, board chair- 
man, and Geo. S. Currie, president 
of National. 


@ The gist of the matter is Cana- 
dian Breweries’ need for more pro- 
ductive capacity. Normally, this 
could be taken care of by new con- 
struction and plant expansion, but 
material shortages caused by re- 
armament production in both Can- 
ada and the U.S. have preven‘ed 
Canadian Breweries from carrying 
out plans for expansion. Conse- 
quently, it is trying to acquire ad- 
ditional facilities from National, 
which, seemingly, is reluctant to 
enter into a deal. 

Canadian Breweries, which has 
a capitalization of approximately 
$17,000,000 in Canadian currency, 
in its fiscal year ending Oct. 31, 
1950, reported net sales of $100,- 
374,419. It was established in 1930. 

National Breweries, founded in 
1909, is capitalizeu at about $12,- 
000,000 in Canadian currency, and 
for 1950 reported its operating in- 
come at $2,144,284. 


CURRENT DISPLAYS—Van Merritt beer sales are currently benefiting from display 
of these two point of purchase pieces, the one on the left in four colors, the one 


on the right in molded plastic. 


Burlington Brewing Co., 


Burlington, Wis., makes 


Van Merritt. Critchfield & Co., Chicago, is the agency. 


Ostrander Joins Schwimmer 
Dick Ostrander, formerly film 
director of Station WKRC-TV, 
Cincinnati, has joined Schwimmer 

& Scott, Chicago. 
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Owens-Corning Plans 


Two-Way Drive for 
Fiberglas Filters 


Totepo, O., July 17—Owens- 
Corning Fiberglas Corp. has sched- 
uled a two-way fall and winter 
campaign for its Fiberglas Dust- 
Stop furnace air filters. 

First part of the drive will be 
direct promotion of Dust-Stop fil- 
ters, beginning with a full-page, 
four-color ad in the Sept. 22 issue 
of The Saturday Evening Post, and 
backed by full-page b&w ads in 
American Home and Better Homes 
& Gardens. Copy will stress the 
importance of using air filters and 
replacing them twice a year. 

An indirect drive for the filters 
will be Owens’ promotion support- 
ing warm air heating, also sched- 
uled to start in September. Ads 
in Better Homes & Gardens, House 
& Garden and the winter-spring 
issue of Small Homes Guide will 
point out the value of warm air 
heating. Owens-Corning realizes 
that persons using warm air heat- 
ing are potential Dust-Stop air 
filter users. 


es The company has prepared a 
complete promotional kit designed 
to aid dealers in their Dust-Stop 
sales. Dust-Stop distributors will 
offer the kits to retailers. Avail- 
able without charge are newspaper 
mats, radio commercials, counter 
and window displays, store ban- 
ners, booklets, stuffers and post- 
cards. 

Fuller & Smith & Ross, 
land, is the agency 


Cleve- 


Portland Papers Hike Wages 

A 10% wage increase retroac- 
tive to Jan. 1 has been granted by 
arbitration to pressmen and paper 
handlers of the Oregonian and 
Oregon Journal, Portland. Jour- 
neymen pay for the 7%-hour day 
shift now is $19.965. Minimum 
wage rates for Portland editorial 
employes were also arbitrated this 
month, resulting in a 5% increase 
retroactive to March 2. The top 
reporter scale has risen to $98.96 
a week. 


Trade Show Held in San Diego 

Seventy-five companies showed 
250 lines of fall and winter mer- 
chandise at the first of a semi- 
annual manufacturers and whole- 
salers show sponsored by the San 
Diego Wholesalers & Manufac- 
turers Assn. this month. The or- 
ganization reports that 5,000 buy- 
ers from the Southwest and Mexi- 
co attended the four-day exhibit. 


Cotton Journal Names Rep 

May & Woodhouse, Chicago, has 
been named Illinois, Michigan and 
Wisconsin representative of the 
Memphis Cotton Trade Journal 
and its annual international edi- 
tion. 


Barnes Joins Geisz Agency 

Gerald F. Barnes, formerly with 
Artophone Corp., has been named 
production director of William F. 
Geisz Advertising Agency, St. 
Louis. 
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*Indicates first listing in 


this column 


Sept. 5-8. National Assn. of Photo- 
Lithographers, annual convention and ex- 
hibit, Statler Hotel, Buffalo. 

Sept. 17-18. Pennsylvania Newspaper 
Publishers’ Assn., annual classified clinic, 
Roosevelt Hotel, Pittsburgh 

Sept. 17-21. Premium Advertising Assn. 
of America, New York Premium Cen- 
tennial Exposition, Hotel Astor, New 
York 

Sept. 23-28. Advertising Specialty Na- 
tional Assn., annual convention and Spe- 
cialty Fair, Palmer House, Chicago. 

Sept. 24-26. Southern Newspaper Pub- 
lishers Assn., Arlington Hotel, Hot 
Springs, Ark 

Sept. 24-26. Assn. of National Adver- 
tisers, fall meeting, Waldorf-Astoria, New 
York 

Sept. 28-29. Continental Advertising 
Agency Network, 19th annual meeting, 


Philadelphia 


Oct. 5-6. Pennsy!vania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg 

*Oct. 11. National Assn. of Magazine 
Publishers, fall meeting, Westchester 
Country Club, Rye, N. ¥ 

Oct. 13-16. Mail Advertising Service 
Assn., 30th annual convention, Schroeder 
Hotel, Milwaukee 

Oct. 15-16. Boston Conference on Dis- 


tribution, 23rd annual forum, Hotel Stat- 
ler, Boston 


Oct. 15-16. Inland Daily Press Assn., 
‘7th annual meeting, Congress Hotel, 
Chicago 

Oct. 17-19. Direct Mail Advertising 
Assn., 34th annual conference, Schroeder 
Hotel, Milwaukee 

Oct 22-23 Agricultural Publishers 
Assn innual meeting, Chicago. 

Oct. 23-26. Advertising Typographers of 
America, 25th annual convention, Hotel 
Nacional, Havana, Cuba 

Oct. 24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler, | 
Boston 

Oct. 25-26. Audit Bureau of Circulations, 
annual meeting, Congress Hotel, Chicago. 

Oct. 28-31. Life Insurance Advertisers 
Assn., annual meeting, Williamsburg, Va. 

Nov. 12-15. Financial Public Relations 
Assn., annual convention, Hollywood 
Beach Hotel, Hollywood, Fla 

Nov. 18-19. National Business Publica- 
tions, annual meeting, Drake Hotel, Chi- 
cago 

*Nov. 18-20. National Newspaper Pro- 
motion Assn., central region meeting, 
Edgewater Beach Hotel, Chicago 

Nov. 20. Controlled Circulation Audit, 


annual meeting, Drake Hotel, Chicago. 


Dec. 27-29. American Marketing Assn., 
winter conference, Hotel Kenmore, Bos- 
ton 


*June 8-11, 
of America, 


1952. Advertising Federation 
48th annual convention and 


exhibit Waldorf-Astoria Hotel, New 
York 
June 29-July 2, 1952. National Indus- 


trial Advertisers Assn., 
Palmer House, 


annual conference, 
Chicago. 


Music Festival Promoted 

Hood River Music Festival, to 
be held Aug. 3-5 in Hood River, 
Ore., has named Barbara Walker, 
executive secretary of the Port- 
land Junior Symphony, to handle 
advertising. Glenna Bessey, also 
of Portland, is directing publicity. 
Oregon and Washington newspa- 
pers will be used. 


Ulbrich Named Sales Rep 
Gene Ulbrich, in the field mer- 
chandising department of Suecess- 
ful Farming, has been switched to 
the magazine’s New York sales 
staff. 
Brisacher. Wheeler Moves 
Brisacher, Wheeler & Staff, New 
York, has moved to new quarters 
in the Empire State Bldg. 


$15 BILLION 
TREASURE HUNT 
NOW UNDER WAY! 


STAKE YOUR CLAIM 
IN THE NEGRO MARKET 


Strike tt rich! A little digging with the right 
xl ~will pay off big in sales and profits—and 
t to use in the vast Negro market 


their own Race publications, the newspapers 
; magazines they welcome into their homes 
one can afford to overlook a market of 15 
ton people spending $15 billion a year on 
conceivable type of merchandise—espe- 
when a large portion of this market can 
ittle effert and cost. Negroes are 
intensely loyal to their own publications: they'll 
respond to sales messages they see there; so 
be sure your message reaches this $15 billion 
it the best way! For full 


and reaches 


details ar te Interstate United Newspapers, 545 
Fifth Ave., N. ¥., serving America’s leading 
advertisers for over a decade 
ONE EXAMPLE: publication, that 
welts the ‘cream of this 
rich market, you jew Courier 
cad 5 5 a im 42 states each 
week magazine section, and news 
section merica’s most complete 


ke it 
weekly newse aper. Tell the Negro—you'!ll sel! the 
Negro! Act sow! 


er 


all-study distinction by ranking 
among the ten leaders in their re- 
spective categories—one based on 
its readership percentage score and 
the other on its size-equalizing in- 
dex, which takes into consideration 
the size of an ad as well as its 
percentage score. 


rating was 83. 

Among national ads, a 970-line 
advertisement for Squirt soft drink 
rated highest among men, with 
a score of 16%. The women’s score 
was 5%. The layout, comprising a 
minimum of copy, was dominated 
by a large headline, a picture of 
the product and a picture of the 
benefits of using the product. 


Classified Scores 
High in Study of 
‘Holland Sentinel’ 


New York, July 16—Readership 
of classified ads in the May 24, 
1951, issue of the Evening Sentinel, 
Holland, Mich., was well above the 
average for this part of a daily 
newspaper, according to Study 140 
of the Advertising Research Foun- 
dation’s Continuing Study of 
Newspaper Reading. 


@ The back page of the Sentinel 
was an ad for Jobber’s Outlet, lo- 
cal grocery. It topped both men’s 
and women’s lists of highest scor- 
ing local ads in this survey with 
scores of 39% for men and 64% 


e A 420-line ad for Be-Mo potato 
chips scored 19% among women 
readers to rate highest. It had 


31 


men’s score of 8%. The copy fea- 
tured a get-acquainted coupon en- 
titling purchasers to a 15¢ refund 
on a bag of chips. 

The May 24 Sentinel was an !8- 
page Thursday paper with a cir- 
culation of 10,106. It was one of 
the smallest papers examined dur- 
ing the 12 years of the Continuing 
Study of Newspaper Reading. The 
issue contained 27,932 lines of 
advertising, which put the ratio 
of advertising to news-editorial- 
feature content at 66 to 34. 


Men scored 64% and women 
61% for reading any classified 
advertising—figures much higher 
than the all-study medians of 39% 
for men and 45% for women. The 
men’s score was the third highest 
recorded for them in all studies to 
date for classified ad reading. 

Two local advertisements won 


for women. The latter was the 
tenth highest ever recorded for 
women’s readership of a local gro- 
cery ad. 

An 84-line ad for Bob's Sport 
Shop placed fifth on the men’s all- 
study list of index leaders in the 
sporting goods and photographic 


. W. 8. BRADBURY CO 
supplies category. Its male index 


NOW- you can pinpoint your advertising to 
AMERICA'S ARMED FORCES 
more spendable income than ever 


sell them, tell them-through 
ARMY and AIR FORCES BASE NEWSPAPERS 


122 EAST 42nd ST 


wY MU 3.7595 


SALES RECORDS START HERE 


SCRANTO 


BARRE 


Y 


market like Scranton — 


Wilkes-Barre, made up of 671.000 spending people 


How this for a pattern for sales? 


...@ Station 
like WGBI that virtually everyone stays tuned to day and night. 


The latest Hooper ratings show that WGBI has 61.10% of the 


audience in the morning, 53.6°% in the afternoon, and a terrific 
71.6% in the evening—in a rich area blanketed by WGBI's recently- 


improved facilities. 


Best of all, this kind of penetration in the nation’s 21st market 
doesn’t come high. Your John Blair man will show you just how 


economical it is to plot a sales curve over WGBI. Call him today! 


(Figures from Scranton Hooper Radio Audience Index: March- April, 1951) 
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Mrs. M. E. Megargee 
President 
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NEW YORK FROM 35,000 FEET UP... . assigned to a 
jet patrol, an INS photographer get this spectacular shot with 


infra-red film although most of the vast stretch was invisible 

As the naked eye. Part of lower Manhattan is at lower left. 

On the right is teeming Brooklyn, with its streets clearlydefined. _ 

Also caught are the East River and its bridges and islands, a 
itting spear of the Bronx, and a vast area of Long Island. 
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WHEN you're fighting to 
~ stay up there...in a battle 
for air supremacy or sales — 
supremacy ...it always pays 


_ t0 stick close to the leader. 


In New York, where the 
magnitude of sales potential is 
matched only by the intensity 
of competition, the Journal- 


———- is consistently the 


iteered by more than 
700,000 families...43 of 


every 100 who read a metro- 


politan evening paper... the 


-Journal-American carries your 


sales message home, where 


eir 
| Follow the Jourmal- 
American into the homes of 


New York's largest evening 
audience and you'll be right — 


A HEARST NEWSPACER 


Y REPRESENTEC 


IEARST ADVERTISING 
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Drug and Other Non-Food Products 
Now Handled by 59% of Grocery Stores 


New York, July 17—Non-food 
items traditionally sold by drug 
and other outlets show a 59% pen- 
etration into grocery stores, ac- 
cording to a survey made by Sell- 
ing Research Inc. 

A distribution study covering 27 
non-food categories made during 
May among 535 grocery outlets in| 
23 in five geographical 
areas disclosed cigarets leading the | 
list with 98% of the grocery stores 
reporting their sale. 

Also rating high on the list were 


markets 


‘ zt Za SEY 
THE LETTER SHOP, Inc. 
431 6. Dearborn St. Chicago 5, Iinois 


ro 


ae ae ee a 


f Vaca es 


toe 


sanitary napkins, 98%; shampoo, 
84%; toothpaste, 77%; shaving 
cream, 72%, and bandages, 70%. 

Grocery stores in the western 
section of the U. S. outstripped 
those in the East by a ratio of two 
to one in their normal stock of 
non-food items. West south cen- 
tral had a score of 86%; west 
north central, 73% ; east north cen- 
tral, 63%; middle Atlantic, 45%; 
and New England was low with 


27%. 


e The survey disclosed that towns 
of 50,000 population and under 
ran neck and neck with cities of 
more than 500,000, with a 62% 
penetration of non-food items. 
Cities of 50,000 to 100,000 scored 
52%, and cities of 100,000 to 500,- 
000 scored 56%. 

Selling Research said the pene- 
tration of non-food products into 
chain and independent self-service 


| grocery stores showed a close re- 
lationship while independent serv- 
ice stores with a 44% score lagged 
by 18 percentage points. Limita- 
tion of space, capital and merchan- 
dising know-how accounted for 
this difference, it was said. 

In its survey, Selling Research 
said it sent a staff of store auditors 
to the grocery stores where person- 
al interviews were conducted with 
owners or managers. Each was 
asked: “Do you normally carry 
any brand of the following non- 
food items?” Then followed a list 
of 27 items 

In addition to those already 
mentioned, the list included items 
like headache tablets, mouth wash, 
cotton, cough remedies, cold tab- 
lets, eve wash, hand lotion and 
creams, combs, hair tonic, talcum 
| powder, personal deodorants, hair 
| pins, face powder, nail polish and 
lipstick. 

Some of 23 markets covered in- 
| cluded New Haven, Philadelphia, 
| Detroit, Chicago, Des Moines, Lit- 
| tle Rock and Houston. 
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so say many of the nation’s most successful advertising 


and sales managers who developed this wise habit early in their 


busy careers. 


j “Can't afford to wait a week, more or less, to see ‘pass along’ 


copies of AA at the office,” they assure us. 


And, furthermore, they don’t want to miss any of the ‘clip 


out’ items found in every issue. 


If you are now important to your company or advertising 


agency ...or soon hope to be... you will want a personal subscrip- 


tion too! 


ADVERTISING AGE 
200 E. Illinois Street + 


NEW subscription 
Order Form... | 


Name 

Firm 

Street 

City 

But send my weekly copies to 


HOME ADDRESS_______ 


Chicago 11, Illinois 
Please enter my personal subscription to ADVERTISING AGE for 


[] 1 yr. at $3 (52 issues) [_] Payment enclosed 
[] 2 yrs. at $5 (104 issues) {] Bill me 
[] 3 yrs. at $6 (156 issues) [] Bill my firm 


(Nothing extra for Canada or Pan American Countries) 


Zone- 


___ State 


~~" 7-23-51 
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EVOLUTION—As a promotion for Lilt home permanents, Procter & Gamble engineered 
© presentation of four models, depicting various hair styling eras, on “Design for 
Living” over KNBH, Los Angeles. Second from right is Lee Hogan, who handles the 


show, and third from right is Hazel Rogers, 


motion picture stylist who narrated. Hair 


style periods shown include the cave girl, Gibson girl, Cyrano de Bergerac and 
contemporary. 


Chain Grocers 
Profit Most on 
Cigaret Sales 


‘Chain Store Age’ Tells 
Why Profits Are High 
on Low-Markup Line 


New York, July 18—Tobacco 
products—-and this means princi- 
pally cigarets—are the most im- 
portant single classification in the 
grocery department from the 
standpoint of sales. They account 
for 4.5% of total sales in food chain 
stores, and represent 70¢ out of 
each $10 spent in the average | 
grocery department, according to 
the July grocery executives edition 
of Chain Store Age. 

“These high sales reflect both 
an increase in the total use of cig- 
arets and the fact that the chain 
grocery store constantly has in- 
creased its share of the cigaret 
business,” the magazine says. 


a “Although the percentage profit 
on cigarets is very low, they offer 
attractive dollars-and-cents profit 
possibilities for four good reasons,” 
the merchandising paper points 
out: 

“1. The average sale per cus- 
tomer is very high since most chain 
stores promote full and half-carton 
sales. 2. Cigarets are not perish- 
able. 3. Only a comparatively small 
display area is needed and no spe- 
cial fixtures are required. 4. Only 
a small number of different brands 
of cigarets need to be stocked. 

“Some simple arithmetic,” the 
magazine “can demonstrate 
the advantages of the high cents- 
profit per sale, such as in the case 
of cigarets: Profit on a $1.80 car- 
ton of cigarets at only 5% markup! 
is 9¢; profit on a 20¢ grocery item | 
at 40% is only 8¢. | 

“Other tobacco products offer a} 
high profit but a rather small sales | 
opportunity in most locations,” | 
Chain Store Age says, “although | 
such items as snuff and chewing} 
tobaccos are big sellers in some| 


” | 
areas. 


Says, 


@ The business paper estimates 
that from 23% to 32% of men 
smoke cigars, with their brand 
preferences covering 70 brands. 
“For the first four months of 
1951 food chain stores were sell- 
ing merchandise at the rate of $1 
billion a month,” the magazine 
says. “This is a conservative esti- 
mate based on the tonnage that 
the food chains did last year at 
the average prices prevailing dur- 
ing the first quarter of 1951. If 
the indicated increase in tonnage 
is maintained, sales for 1951 will 


be well over $12 billion. 

“The average food chain store,” 
the magazine continues, “is ex- 
pected to have a 1951 sales volume 
of more than $8,250 per week, as 
compared to an average of only 
$1,700 for the of the six 
leading chains twelve years ago. 

“Larger stores, higher prices, the 
population increase and a broad- 
ening of the line of merchandise 
handled have combined to bring 
about this five-fold increase in the 


stores 


sales of the average food chain 
store,” the magazine says 

e “As food chains search for ad- 
ditional gross profit dollars,” the 
magazine points out, “many new 
lines may be added. Health and 
beauty aids already account for 


1.4% of total food chain sales, even 
though less than one out of every 
three chain food stores has such 
a department. 

“The recent invalidation of the 
fair trade laws by the Supreme 
Court is expected to have a strong 
effect in promoting this line in 
food stores and considerable ex- 
pansion may be anticipated. 

“Housewares are being added to 
more and more store stocks and 
offer another opportunity for ad- 
ditional profit. Ice cream, beer and 
wine are other lines which are ex- 
pected to expand, for reasons of 
profit. But it is dollar gross profit 
and not percentage profit that will 
determine the choice 


e “Even dollar gross profit does 
not tell the whole story,” the mag- 
azine adds. “For example, carton 
cigarets carry a very low gross 
profit percentage and, in spite of 
the very high sales, turn in fewer 
gross profit dollars than many 
other commodity groups, yet, be- 
cause of the high value of the in- 
dividual sale, the fact that there 
is no spoilage and the high vol- 
ume of sales that can be obtained 
from a small display space, they 
return a dollar profit that is more 
than satisfactory to most chains.” 


Canada Trade Index Issued 


The 1951 edition of the “Canadi- 
an Trade Index” has been issued 
by the Canadian Manufacturers 
Assn., 67 Yonge St., Toronto 1. 
Approximately 10,000 Canadian 
manufacturers, with their address- 
es and products, are listed, and 
600 companies have been added to 
the 1950 list. Included is a French 
cross index, and limited editions 
are obtainable in Spanish and 
Portuguese. The price is $7.50. 


Stratton Joins Transit 

Leslie C. Stratton Jr., formerly 
with Transportation Displays, has 
joined Transit Advertisers, New 
York, in the newly created position 
of sales manager 


Fadell Gets Transit Account 
Twin City Rapid Transit Co. 

has appointed Fadel! Co., Minne- 

apolis, to handle its advertising. 
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Varied Installation 
Practices Followed 
on Window Displays 


New York, July 18—Consider- 
able variation by industries in 
methods of installing and dis- 
tributing window displays has 
been shown in a report on “Prac- 
tices in the Handling of Window 
Displays,” issued by the display 
steering committee of the Assn. of 
National Advertisers. 

Highlights of the survey 
ings include: 

“1. Over four-fifths of the com- 
panies notify their dealers of the 
availability of non-mechanical dis- 
plays prior to shipping them, while 
all of the companies give prior 
notice before sending mechanical 
window displays to dealers. 


find- 


“2. Two-fifths of the respondents | 


use professional installation com- 
panies for distributing their full 
window displays, while one-half 
of the companies use professionals 
for installing non-mechanical full 
window displays. Companies in the 
liquor industry are major users of 
professional installers. 


e “3. Of all the industries in- 
cluded, the textile group is the 
only one in which the dealers, and 
no others, install all their displays 
In all the other industries more 
than one method of installation is 
employed. 

“4. It is noted that companies in 
the drug and cosmetic, alcoholic 
beverage, and food industries do 
not in any case have their dealers 
pay for displays. In other indus- 
tries the dealers have to pay in 
some way for certain displays. 

“5. Between one-half and two- 


thirds of the companies do not 
use traveling or itinerant dis- 
plays.” 


The findings are based on tabu- 
lation of 116 questionnaires re- 
turned. When three or more com- 
panies in the same industry re- 
turned questionnaires, they were 
tabulated separately as an indus- 
try group. There are ten such 
groups in the report as well as 21 
other companies in miscellaneous 
industries. 


ae A. L. Scaife of General Elec- 
tric Co., chairman of the display 
steering committee, in releasing 


the report emphasized its four-fold 
purpose. 
“The purpose,” 


he said, “is to 


| duced 


determine the percentage of com- | 


panies using different types of 
window displays; their current 
practices of distribution and in- 
stallation of window displays; their 
policies as to payment by retailers; 
and their estimate of the portion 
of distributed displays that are 
actually installed in stores and the 
basis of their estimates.” 

Copies of the report, which also 
includes the questionnaire sent out, 
are available to non-members of 
ANA for $3 each. 


Agencies Offered 
‘Co-op Ad Money’ 
in Don Lee Plan 


HOLLYwoop, July 17—Don Lee 
Broadcasting System has intro- 
“Lanca,” Local and Net- 
work Cooperative Advertising, de- 
signed to bring co-op advertising 
money into a commissionable area. 
The new plan is said to guarantee 
a top caliber radio program for 
advertisers, with retailers in indi- 
vidual station cities enabled to 
participate through local cut-ins 
and commercials within the body 
of the program. 

The network says the plan will 
permit agencies to have under 
their control the placement of co- 
op money, which in the past, in 
most instances, has been spent at a 
dealer level at retail rates not com- 
missionable to the agencies. 

Basically, the plan provides that 
a national or regional advertiser 
pay the talent costs and a per- 
centage of the established network 
rate to the network. Retailers in 
the 49 cities covered by Don Lee 
underwrite the remainder of the 
time cost by paying the local sta- 
tions a percentage of the local rate 
of the individual Don Lee outlets. 


@ It is pointed out that the adver- 
tiser makes it possible for his re- 
tailers to purchase local radio ad- 
vertising on network caliber pro- 
grams at a fraction of the price 
they would normally pay for local 
programs. 

The announcement asserts that 
“for the manufacturer, Lanca 
means he has a practical, con- 
trollable, economical means of us- 
ing a network program as a sup- 
plier-retailer co-op vehicle which 
may be handled as easily as any 
newspaper or outdoor campaign, 
with all the advantages of locally 
placed dealer advertising.” 


WET PROOFS THAT ARE 


GENUINELY WET* 


2k Every set of 


| plates intended for four 


| color wet edition printing ts 


both flatted and final proofed 


\ on modern four color ‘wet’ 


\ proofing presses. 


‘a ] 7, 
C HMYVOUCH Ss # Sue. 
Beautiful Color Work + Outstanding Bleck & White 


600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 


WORKING I 


1,150,000 


MEN ond WOMEN 


OVER one hundred two million dollars roll 
into the purses of these more than a million 
Detroit workers every week. That, as you 
will readily agree makes quite an imposing 
marketing opportunity. 


Detroit has over 551,000 skilled industrial workers 
whose average weekly wage is now $80. And 
Detroit’s average family income from wages alone 
runs up to $6,200 every year. Five and one half 
billion dollars is the annual “take” by Detroit's 
“gainfully employed.” 


A good and proved way of tapping the best family 
resources of the Detroit and Michigan market area is 
through the approach you can make each morning 
in The Detroit Free Press. For the Free Press has kept 
pace with Detroit’s marvelous industrial growth. In 
ten years it has increased its weekday circulation by 
38.9%—a greater increase than that of any other 
Detroit newspaper. SELL well and SELL more by 
appealing to the 450,000 families in this area read- 
ing The Detroit Free Press regularly. 


DETROIT 
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Justice Warns of Attempts to Evade 
Supreme Court Fair Trade Decision 


WASHINGTON, July 18—The De- 
partment of Justice went out of 
its way today to make it clear that 
it will not countenance any legal 
short cuts designed to evade the 
Supreme Court decision knocking 
out fair trade where a retailer has 
not signed a specific price mainte- 
nance agreement. 

In a prepared statement, Attor- 
ney General J. Howard McGrath 
said that the Department of Jus- 
tice would take prompt and vigor- 
ous action toward prosecuting 
illegal activities by producers, 
wholesale distributors or retailers 
to fix or maintain resale prices 
in restraint of interstate trade and 
commerce, in violation of the 
Sherman Anti-Trust Act. 

He said 


e “The Department of Justice is 
seriously concerned over reports 
which have come to its attention 
concerning alleged violations of 
the federal anti-trust laws by con- 
certed efforts on the part of manu- 
facturers and of distributors of 
commodities which move in inter- 
state commerce to suppress and 
eliminate competition in the 
wholesale and retail trade of such 
commodities. 

“The decision of the Supreme 
Gourt on May 21, in Schwegmann 
Brothers, et al., vs. Calvert Dis- 
tillers Corp., holding that attempts 
to force persons who have not 
entered into so-called fair trade 
cOntracts to adhere to or 
tain minimum resale prices, are 
not exempted from the Sherman 
Act, has apparently given rise to 
V@rious attempts to prevent price 
c@mpetition by non-signers. 

“Those who are engaged in pro- 
@fams or schemes of the following 
type, involving commodities which 
flow in interstate commerce, 
sHould know that they may be 
subject to criminal prosecution: 


@ “Agreements among competing 
retailers to maintain and adhere 
to specified minimum prices. 

“Agreements to coerce and in- 
duce wholesalers or manufactur- 
ers, through threat of boycott or 
other reprisals, to refrain from 
selling to price-cutting retailers. 

*Agreements to coerce or induce 
manufacturers or wholesalers to 
enter into so-called fair trade con- 
tracts 

“Agreements on the prices or 
margins of profits which should 
be set forth in such contracts and 
on methods to require producers 


or wholesalers to specify certain | 


prices or markups in such con-| 
tracts.” 
e Mr. McGrath's statement was 


accompanied by one from Assist- 
ant Attorney General H. G. Mori- 
son, in charge of the anti-trust 
division, which said that instruc- 
tions have been issued to the 
division's staff, including its field 
offices, to report promptly any 
information indicating any ap- 
parent violation of the anti-trust 
laws in an attempt to maintain 
fixed or minimum resale prices. 
He pointed out that the Miller- 
Tydings amendment to the Sher- 
man Act, under which fair trade 
agreements were permitted under 
appropriate state laws, “specifi- 
cally provides that nothing in the 
Miller-Tydings amendment should 
make lawful any contract or 
agreement providing for the estab- 
lishment or maintenance of mini- 
mum resale prices between manu- 
facturers, or between producers, 
or between wholesalers, or be- 
tween retailers, or between offi- 
cers, firms, or corporations which 
are in competition with each other. 


a “Such horizontal agreements 
have always been regarded by the 


main-| 


Department and the courts as con- 
stituting a violation of the Sher- 
man Act, if interstate commerce 
is burdened or restrained thereby. 

“Agreements among competitive 
manufacturers to enter into fair 
trade contracts or to refuse to sell 
their products to non-contracting 
or price-cutting distributors; 
agreements between competing 
wholesale distributors, or between 
such wholesalers and groups of 
competing retailers, that the 
wholesalers will refuse to sell to 
non-signing or price-cutting re- 
tailers; and agreements among re- 
tailers to adhere to 
minimum prices, may constitute 
violations of the federal anti-trust 
Jaws which may result in prosecu- 
tion.” 

The statements seemed aimed 
particularly at attempts of retail- 
ers and wholesalers, particularly 
in the drug field, to develop tech- 
niques which can accomplish re- 
sale price maintenance without 
getting every individual dealer to 
sign an agreement to maintain 
resale prices. 


Eiinor Brown Merges 
Agency with Shapiro 

Elinor L. Brown, who 10 years 
ago was the first adwoman to form 
her own agency in Philadelphia, 
has written finis to her career as 
an agency owner by merging 
forces with Edward Shapiro Ad- 
vertising Agency. 

Miss Brown, who has been in 
advertising for 26 years, told AA 


| she “was tired and just didn’t want 


to work too hard.” She said that 
one of her accounts, the Jacob 
Reed Store, will be handled by 
Roland Israel, v. p. of the former 
E. L. Brown Agency, who has 
joined Lavenson Bureau of Ad- 
vertising, Philadelphia. 


Alexander Appoints Carruth 


Hill Carruth, with Alexander 
Film Co., Colorado Springs pro- 
ducer and distributor of short 
length theater and TV film com- 
mercials, has been appointed spe- 
cial sales representative and tech- 
nical adviser to West Coast agen- 


cies and advertisers. Prior te 
joining Alexander, Mr. Carruth) 
was time salesman for Station 


WBKB, Chicago. 
Lee Pharmacal on KECA-TV 


Lee Pharmacal Co., Beverly 
Hills, Cal., will promote Rayve 
heme permanent on a five-time 
weekly feature film hour over 
KECA-TV, Los Angeles, begin- 
ning July 30. Beamed from 11:20 
p.m. to 12:20 a.m., the show was 
bought through Milton Weinberg 
Advertising Co., Los Angeles. 


Agency. PR Concern Merge 

Olian Advertising Agency and 
Pennsylvania Public Relations 
Service, both in Harrisburg, have 
merged and opened offices at 
Front and Harris Sts. The agency 
is now known as Olian-Sidman 
Advertising Agency, while the p. r. 
firm's name is unchanged. 


Parry Joins Scranton & Co. 
Sidney L. Parry, formerly ex- 
ecutive v.p. of the Assn. of Stock 
Exchange Firms, has been named 
director of advertising and public 


relations of Charles W. Scranton & | 


Co., 
broker 


New Haven _ investment 


Lectricovers to Deutsch 
Lectricovers Inc., New York 
manufacturer of electric bed cov- 
erings, has appointed Herschel Z. 
Deutsch & Co. as its agency and 
sales promotion counsel. Walter 
Weir Inc. is the previous agency. 


Simmons Joins Ray Freedman 

Martin J. Simmons, formerly ad 
manager of Mutual Truck Parts 
Co., has been named an account 
executive of Ray Freedman & As- 
sociates, Chicago. 


prescribed | 


BISSELL’S FIRST—Melville R. Bissell Jr. (left) and 1. G. Bissell, president and v. p. 


of Bissell Carpet Sweeper Co., re 


the recent luncheon in New York, celebrating 


their father’s first carpet sweeper at 
the founding of the y 75 yeors 


‘Do's and Don'ts’ for Hearing Aid 
Advertisers Issued by National BBB 


New York, July 19—Detailed 
recommendations for advertising 
electrical hearing aids were issued 
today by National Better Business 
Bureau. 

The advertising standards rec- 
ommended by the bureau have 
been accepted by manufacturers 
of equipment representing most of 
the industry’s sales, according to 
Kenneth B. Willson, the bureau's 
executive v. p. 

The recommendations are being 
published as a supplement to the 
bureau's “Do’s and Don’t’s in Ad- 
vertising Copy.” They will have 
the effect, unofficially, Mr. Will- 
son said, “of supplementing and 
particularizing the more general 
standards in the Federal Trade 
Commission's trade practice rules 
for the hearing aid industry, which 
constitute the essentia] founda- 
tion of the program. 

“The bureau's recommenda- 
tions,” Mr. Willson pointed out, 
“relate to many specific types of 
advertising copy which have been 
the subject of complaints over a 
number of years. They include bait 
advertising, exaggerated claims 
about visibility of hearing aid 
components or effectiveness of 
hearing aids, improper use of 
terms having medical connota- 
tion, misleading analogies, im- 
proper use of superlatives, dis- 
paragement and ‘scare’ advertis- 
ing 


e A summary of the 11 points cov- 
ered in the recommendations fol- 
lows: 

“1. The use of ‘bait’ advertising 
in any form should be avoided. 

“2. Exaggerated claims which 
unfairly exploit the buyer’s de- 
sire to minimize or eliminate vis- 
ibility of hearing aid components 
should be avoided 

“3. Statements which falsely or 
deceptively exaggerate the perfor- 
mance possibilities of hearing aids 


| should be avoided. 


“4. Claims which falsely or de- 


| ceptively exaggerate the novelty 


or distinctiveness of a hearing aid 
or the principle underlying it 
should be avoided. 

“5. Hearing aid advertising 
should not represent or imply that 
a salesroom is a ‘clinic’ or that a 
salesman is a doctor, when such 
is not the fact 

“6. Hearing aid advertising 
should not deceptively exaggerate 
the training and competence of 
company representatives. 

“7. Whenever advertising copy 
refers to regularly employed com- 
pany experts or authorities, it 


should be made clear that they | 
|are staff representatives. 


“8. Hearing aid advertising 
should avoid analogies which cre- 


ate a false impression as to the! 


precision with which hearing aids 
are fitted. 


“9. Hearing aid advertising| 
should avoid superlative claims 
unless supported by competent) 
proof. 


e “10. Hearing aids should be ad-) 
vertised on their merits without re-| 


flecting unfairly upon competitors, 
their products or methods of doing 
business. 

“11. ‘Scare’ advertising, which 
is designed to induce consumers to 
make speculative advance pur- 
chases based on fear of future 
price increases or _ shortages, 
should be avoided.” 


The recommendations are a re-| 


sult of a cooperative program be- 
tween the bureau and hearing aid 


manufacturers, Mr. Willson said. 
The program was launched in 
January under the direction of 


John J. Dunne, an attorney on 
the bureau’s staff, and has been 
designed in the public interest, 
Mr. Willson said, to help maintain 
fair advertising and selling prac- 
tices and to remove cause of justi- 
fied public complaints against 


hearing aid manufacturers and 

their products. 

Introduces Sandoz Watch 
Shriro Watch Inc., reportedly 


the world’s largest distributor of 
Swiss watches, used a four-color 
page in jewelry business papers 
to introduce Sandoz, “the thinnest 
and smartest waterproof watch in 


the world.” Plans call for trade ad-| 


vertising and a national campaign 
concentrated in newspapers with- 
in trading areas. Gramercy Adver- 
tising, New York, is handling the 
account. 


Two Join Wesley Aves Agency 

Merle R. Fuller, formerly v. p. 
in charge of the St. Louis office 
of Simmonds & Simmonds. has 
been named copy chief and pub- 
licity director of Wesley Aves & 
Associates, Grand Rapids. Mich. 
New agency account executive and 
sales promotion director is George 
W. Sefton, former sales promotion 
manager of McCann-Erickson in 
Chicago 


Neil Is Crandall Partner 

George Neil, formerly with Tri- 
angle Publications, has become 
partner and v.p. of H. Crandall 
Associates, New York, to special- 
ize in art and production 


Donovan to McCann-Erickson 
Michael Donovan, formerly of 

Ward Wheelock Co., has _ been 

added to the radio-TV time buying 

= of McCann-Erickson, New 
ork. 


Prochnow Joins Superior 


Former ad manager of “42” 


| Products Ltd. and Kings Men Ltd., 
Ray Prochnow Jr. has joined the| 


sales department of Superior En- 
graving Co., Hollywood. 


: \ = 
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‘David & Bathsheba’ 
Getting Record Ad 
Budget from 20th 


New York, July 18—What is de- 
scribed as the largest advertising 
campaign in the history of 20th 
Century-Fox Fiim Corp. has been 
started to promote “David and 
Bathsheba,” forthcoming Techni- 
color movie starring Gregory Peck 
and Susan Hayward. 

Three insertions have been 
scheduled for 66 general maga- 
zines, farm and religious publi- 
cations, and Sunday newspaper 
supplements including The Ameri- 
can Weekly, Parade and This Week 
Magazine. Charles Schlaifer & Co., 
New York, the agency, said the ads 
will appear between now and 
November. 

A feature of the ads is the offer 
of a free brochure which “tells 
the fascinating story behind ‘David 
and Bathsheba.’” The ads carry 
different box numbers so that ef- 
fectiveness of each ad may be 
measured as well as the pulling 
power of the publications on the 
schedule. 
|@ Among the general magazines 
listed are Collier’s, Coronet, Life, 
Look, McCall's and The Saturday 
Evening Post. Farm publications 
include Country Gentleman, Farm 
Journal, Progressive Farmer and 
Successful Farming, Religious 
magazines include Christian Her- 
ald, Columbia, Extension, Messen- 
ger of the Sacred Heart and The 


Sign. 
Included among the locally 
printed supplements are those 


printed by the Columbus Dispatch. 
Denver Post, Los Angeles Examin- 
er, New York News, Nashville 
Tennessean, Kansas City Star and 
the New Haven Register. Canadian 
| supplements include the Toronto 
Star Weekly, Montreal La Patrie. 
and Le Soleil, Quebec. 


Michigan No Longer 
Pre-Approves Beer 
Advertising Copy 


LaNsING, Micu., July 19—Michi- 
gan this week ended a censorship 
bureau for brewery advertise- 
ments by installing a new system 
of teaching brewers the rules in 
advance. 

The Michigan Liquor Control 
Commission advised brewers who 
sell and advertise in Michigan 
that the era of approving adver- 
tisements in advance is over and 
that henceforth they will be held 
'to accounting for infraction of 
rules. 

“We are not equipped to con- 
tinue to run the censorship de- 
partment that we have maintained 
in the past,” said Commission 
Chairman George Burke. “Fron. 
now on the rules of the commis- 
sion will be provided all brewers 
and if any violations occur the of- 
fenders will be cited before the 
commission. 

“In the past, by advance ap- 
proval of advertising copy, the 
commission precluded any right to 
cite advertisers for rule infrac- 
tions.” 

The commissioners reminded 
brewery officials that the regula- 
tions forbid any offense to good 
taste or decency and the use of 
any athlete’s name or of chil- 
dren in connection with beer ad- 
vertisements. Also, no claims of 
a “pseudo scientific’ nature may 
be made in beer ads. 


William ]. Breen Resigns 

William J. Breen has resigned 
from the New York staff of Sher- 
man & Marquette, where he had 
been in charge of service on all 
accounts. Prior to joining S&M 
five years ago, Mr. Breen was an 
account executive at Young & 
| Rubicam. His future plans are un- 
decided. 
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Basing-Point Bill 
Will Hurt Small 


Business: Douglas 


WASHINGTON, July 17—Large 
chain stores will be able to destroy 
small businesses through “unfair 
tactics” if the basing-point bill 
now before Congress is passed, 
Sen. Paul Douglas (D., Ill.) said 
last night. 

Sen. Douglas said that the bill, 
which is scheduled to come up in 
the Senate Aug. 3, is misnamed. 
It should be called “a bill to re- 
peal the Robinson-Patman Act,” 
he said. That act was passed in 
1936 to protect small companies 
from unfair price discrimination. 

The new bill would allow a 
showing of “good faith” to ex- 
cuse any discriminatory price cut, 
he added, as well as all price 
favoritisms which a giant dis- 
tributor might show to a partic- 
ular customer, regardless of how 
many independents were to be 
driven out of business as a result. 


® Discussing the “good faith” de- 
fense, Sen. Douglas said: 

“In the first place, bad inten- 
tions are almost impossible to 
prove. One would have to be a 
mind reader to prove that a per- 
son's intentions were good or 
bad. In the second place, good 
faith is beside the point. Prac- 
tically every law is aimed at ef- 
fects.” 

He added that if a showing of 
“good faith’ was an excuse for 
every violation of the law, a man 
walking down a busy street shoot- 
ing a gun could excuse a murder 
by saying that he didn’t intend to 
kill anybody. 


s In 1949 Sen. Douglas waged a 
vigorous battle against a similar 
basing-point bill and succeeded 
in getting the Senate, by a one- 
vote margin, to put off further 
consideration of the bill until the 
following January (AA, Oct. 24, 


1950, a basing point 
bill was passed by Congress but 
vetoed by President Truman, who 
said that he would have signed 
the bill were it merely a matter 
of reiterating the right of busi- 
ness men acting independently to 
absorb freight and sell at delivered 
prices. But he feared “sleepers” 
in the bill would weaken the 
Robinson-Patman Act, 
sibly throw dozens of cases back 
to the courts for reconsideration 
(AA, June 26, ’50). 


Henri, Hurst & McDonald 
Elects Hascall Executive V. P. 
E. F. Hascall 
> * Jr. has been 
elected executive 
v.p. of Henri, 
Hurst & McDon- 
ald, Chicago. Mr. 
Hascall joined 
the agency as 
Vv. p. and account 
executive in 1944 
after several 


\) 


E. r. Hascall Jr. 


& Rubicam in 
Chicago and New 
York, and Camp- 
bell-Ewald in Detroit, 


Alloy Rods Names 2 Agencies 


Alloy Rods Co., York, Pa., pro- 
ducer of stainless steel and alloy 
electrodes, has appointed W. H. 
Long Co., York, and James A. 
Stewart Co., Carnegie, Pa. as 
agencies in joint charge of its ad- 
vertising and merchandising pro- 
grams, respectively. Trade publi- 
cations and business papers will 
be used, plus a nationwide mer- 
chandising program to aid dis- 
tributors and dealers. 


‘Park East' Changes Format 
Beginning with the September 
issue, Park East, New York, will 
switch to three-column pages 
throughout. At present its pages 
are hoth three and four columns. 


and pos-| 


years with Young’ 


Twyman Joins C&P as V. P. 


Kenneth Twyman, formerly di- 
rector of the beer and beverage 
division of Ruthrauff & Ryan, has 
been named a v.p. of Cecil & 
Presbrey, New York, which re- 
cently acquired the Red Top Brew- 
ing Co. account from R&R. At 


one time Mr. Twyman was execu- | 


tive v. p. of the Cincinnati brew- 
ery. He was associated with the 
Hoffman Beverage Co. for 12 years 
and was a v.p. of Rheingold for 
eight years. 


American Snuff Buys TV Show 

American Snuff Co., Memphis, 
has signed a 13-week contract, 
effective Sept. 1, for the “Old 
American Barn Dance” TV show, 
produced by Kling Studios, Chi- 
cago. The program will be tele- 
cast in seven southeastern mar- 


kets. Simon & Gwynn, Memphis, | 


is the agency. 


Coulter Named to Ad Staff 


Walter D. Coulter has replaced | 
Paul L. Stetler as greater Cleve-| 


land advertising representative of 
Cleveland Engineering. 


Is there enthusiasm for 
your product at the 


Retail Level ? 


ACB Newspaper Research Services will tell you . . . how much. . . where . . . from which dealers 


@ The great bulk of all branded 
re is sold through retail stores 
ocated in the 1393 cities in which 
daily newspapers are published. 

ACB can tell you what retailers are 


pushing your brand by advertising 
it locally in their daily newspapers 
—give you complete details in report 
form—supplemented if you wish, by 
actual tear sheets. 

And at the same time, your ACB 
report can tell you what support 
your competitors’ dealers are put- 
ting back of the lines they handle. 
Watch mass retailer enthusiasm 
through ACB Reports! It’s at the 
retail level that your brand moves 
forward or slips back. It’s at the 
retail level that your promotion ef- 
fort can bring rich returns. 


79 Madison Ave. * 
538 S. Clark St. ° 
161 Jefferson Ave. ° 
16 First Street * 


ACB SERVICE OFFICES 
Phone: Murray Hill 5-7302 * 
Phone: Wabash 2-6130 * 
Phone: 37-0595 ° 
Phone: Sutter 1-8911 


ACB offers 12 important services 
based on newspaper research. These 
services have the utmost flexibility. 
You can have them cover the entire 
country or a single city. You can 
order these services continuously 
or intermittently 


Send Today... 


for a 24-page Catalog describing 
and illustrating the 12 helpful serv- 
ices which ACB will furnish to mer- 
chandisers. Gives de- 
tails of cost, coverage, 
list of users, etc. 


New York (16) 
Chicago (5) 
Memphis (3) 

* San Francisco (5) 


THE ADVERTISING CHECKING BUREAU, INC. 


Want to sell ~Just-Marrieds”... 


~About-To-Be-Married”? 


Then advertise to 


, Vw ~ 
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REDBOOK MAGAZINE, 
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Adults 


THE VITAL MARKET 


In 1940, only 55°7 of the marriages took place within the 18 to 35 


age group. Today 68°7 of all marriages are during these Young 


Adult vears. 


of these for the first time. 


These marrying vears . . . these years for raising families and set- 
ting up households are the biggest buying years of their lives—when 
Young Adults need almost everything from automobiles to zwieback 
... including furniture, fashions, radios, TV sets, refrigerators, rugs, 


vacuum cleaners, foods and beverages . .. and they're buying most 


These Young Adults are the target of every story. article. and fea- 
ture that appears in REpBOOK. More and more young men and 


women are responding to RepBOOK’s wholehearted interest in them. 


Over 2 million buy RepBook and the trend has been up sharply 


quarter after quarter.” 


Each month more advertisers are discovering that REDBOOK is 


reaching a growing market. Every indication, from requests for 


booklets to mail-order returns. confirms this. 


No matter what other magazines you have on your schedule you 


should have the one mass magazine that concentrates on your best 


market —Young Adults. That magazine is REDBOOK. 


*Newsstand sales up 15 straight quarters 


over corresponding quarters of previous years. 


230 PARK AVENUE, 


NEW YORK 


17, N.Y. 
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No. 4029. Montreal Adds Magazine 
“Facts for Advertisers” is a new 
file folder offered by the Montreal 
Daily Star, providing information 
about the addition of Weekend 
picture magazine and a comics sec- 
tion to the Saturday editions be- 
ginning Sept. 8 
No 


4037 Data 


Christi 


New for Corpus 


The Corpus Christi Caller-Times | 


offers a new standard market data 
folder giving circulation, rates, 
discussion of editorial features, re- 
vised map, ete. Since the popula- 
tion of the city has nearly doubled 
in the past ten years, the 
figures are significant 


No. 4038. New Data for Omaha 
The Omaha World-Herald of- 
fers a new booklet, “1951 Circula- 


tion Analysis,” providing complete | 


county-by-county population and 
circulation fixures for the 103- 
county area reached by the paper. 
Maps and statistics round out the 


picture 
No. 4039. Latest Facts about Nash- 
ville. 


The Nashville Banner and Ten- 
nessean offer a new folder, “What 
Do You Want to Know About the 
Nashville Market?” It covers pop- 
Wlation figures, general economic 
data, retail, food, durables, and 
@Pug sales per capita and provides 
cOunty-by-county circulation fig- 


uFes. Maps and charts make for 

@@sy reading 

No. 4040. Canadian Radio Ana- 
lyzed 


In a new book, “CBC Networks 
G®verage,” the Canadian Broad- 
casting Corp. presents the results 
of its latest survey. It covers the 


Note: Inquiries for the items listed above will not be serviced beyond Sept. 3. 


USE COUPON TO OBTAIN INFORMATION 


| 200 E. Illinois St., Chicago 11, Ill. 


+please print or type) 


COMPANY 
ADDRESS ...... 
CiTY & ZONE 


new | 


| 


| 


' 

| Readers Service Dept., ADVERTISING AGE 
| 
| 


Please send me the following (insert number of each item wanted 


three basic networks, Trans-Cana- 
da, Dominion and French, with 
supplementaries; all of them na- 
tionally and regionally, together 
with maps of each. 


No. 4041, Ideas for Letterheads. 
“The Case History of J. J. Letter- 
head, Salesman” is a new kit ol, 
letterhead ideas offered by Para-| 
mount Printing Co., New York, 
containing a number of new and 


unusual treatments. 
| 


No. 4042. New Uses for Pressure- | 


Sensitive Tapes. 

The Topflight Tape Co. offers | 
a new folder illustrating diversi-| 
fied use of printed pressure-sensi- 
tive tapes for package sealing, 
point of sale advertising, produci 
labels, identification marking, in- 
struction labeling, etc. Various 
illustrations show how pressure- 
sensitive tapes can be used to solve 
difficult packing and _ labeling 
problems. 


No. 4043. FM in Paducah. 

Paducah Broadcasting Co. offers 
a new book, “WPAD Land, FM 
Capital of the World,” which pro- 
vides market data, coverage maps, 
and a BMB-type audience survey 
Paducah is the site of a new $700,- 
000,000 atomic energy installation, 
now under construction. 


No. 4045. Selling Chicago Markets 

Pointing out that Chicago con- 
sists of three areas, urban, mid- 
urban, and suburban, the Chicago 
Car Advertising Co. offers a new 
data folder, “You Haven't Sold 
Chicago Until You've Sold All 3 
logether.” It provides an analysis 
of the three areas, a useful cover- 
age map, and detailed rate infor- 
mation. 
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MAXWELL 
SERVICE 
a fart of your 
SALES DEPARTMENT 


4 


SPECTACULAR 
ELECTRICS 


OBSCURE SPECIALIST 
GETS JOB OFFERS 


This little story has to be told in gen- 
eral terms to preserve confidential in- 
formation, but its moral may prove 
profitable to you: A man with certain 
highly specialized qualifications of lim- 
ited applicability wanted to get into 
the agency business. He was earning 
$7,000 in another business. As the result 
of a $20 ad here in these classified col- 
umns of ADVERTISING AGE, he got 
two offers from agencies—one at $9,000 
from a small agency, another at $11,000 
from a big agency . . . mighty fine div- 
idends from a $20 investment. Maybe 


Our 


this will suggest something to you— 
who knows? 


The B.C. Maxwell Co. Adiantic CY NL, 


OUTDOOR 


THE ADVERTISING MARKET ACE 


Rates 


90¢ per line, minimum charge $3.60. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 


per line. Add two lines for box b 


Dead! Wed 


day noon 12 days 


preceding publication date. Display classified takes card rate of $12.00 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St HA 17-2063 Chicago 
ADV. SALESMAN - COPYWRITER: Free 
lance to share space in small agency 

Box 3882, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


ADVERTISING SPACE SALESMAN for 
leading Industrial Magazine. Territory in- 
cludes Ohio, Mich., Western Penn., West- 
ern N. Y¥. Yields $10,000 to $1500 yr. in- 
come. Must have car - free to travel. Only 
high type, experienced producer need ap- 


| ply. (Our people know of this adv.). State 
age, qualifications. Confidential 
Box 3902, ADVERTISING AGE 
290 E. Illinois St., Chicago 11, Ill 


FRED J. MASTERSO? 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 


185 N. Wabash Fr 2-0115 Chicago 
TRADE MAGAZINE OPPORTUNITY —well 
established trade journal in the South 


is looking for a good feature writer with 
ability to become associate editor. Know- 
ledge of automotive field would be help- | 
ful. Major requisite is ability to dig out! 
facts through interviews and prepare ex- 
pository features. Write comprehensive let- 
ter giving all details including present po- 
sition, salary and experience. Southern Mot- | 
or Cargo, 923 Sterick Bldg., Memphis, Tenn. | 
OPPORTUNITY IN FAST-GROWING 
SOUTHWESTERN AGENCY 


Need top-drawer combination art direc- 
tor - layout man - production manager, 
with sound, proven background in all 
media and reproduction processes, Give 


full biographical data, work record salary 
range, recent photo, All replies held in 
strictest confidence. Position now open. 
Box 3903, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Ill 


WE PLACE ONLY EXPERIENCED ADVERTISING 
PERSONNEL 
clients throughout 19 middle-western 
states demand proven advertising people. 
you qualify, write for our data sheet. Your 
references will be checked. 
SALES PROMOTION 
Advertising Personnel Placement Div. 
1309 S. Detroit, Tulsa, Okiahoma 


POSITIONS WANTED 


COPY-LAYOUT-PROMOTION WOMAN 
5 yrs. publicity experience (2 yrs. radio, 
3 yrs. dept. store ad mgr.); college grad 
Have handled both creative and detail 
work. Strong on promotional copy and 
fashion. Prefer midwest. 
Box 3904, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ll. 


MARKETING RESEARCH 
Over 10 years experience in industrial 
marketing research. Can organize and run 
dept. Also experienced in advertising and 
public relations. $10,000 minimum and 
opportunity for service. 
Box 3905, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


If you're looking for an ad-wise 
ART DIRECTO 
My 12 yrs. exp. as agency art director, 
layout-design artist may be your answer! 
Box 3895, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ARTIST-CARTOONIST 
With present employer over 4 yrs. Letter- 
ing & ACL label design—layout & finish- 
ed art. Know type and reproduction. Flair 
for cartoon illustration. Above draft age. 
Box 3906, ADVERTISING AGE 
11 East 47th St., New York 17, N. Y. 


GHOST ARTIST — SPOT DRAWINGS 
Cartoons, strips, layouts, wash. 
Box 3907, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il! 


PUBLISHERS REPRESENTATIVES 
AVAILABLE 


Aggressive Chi. Pub. Rep. Co. wants est. 
business or industrial paper in midwest. 


BUSINESS SERVICE 
A SURVEY OF IDEAS showing: “Ideas 
That Help Admen ‘Sell’ Advertising To 
Top Management And Others”, available 
soon. For Index of Ideas, charge for Sur- 
vey-Report, other information, write us at 
following lowa address: Harlan R. Morris 
Surveys of Ideas, Stockport, Iowa. 
‘(New York, N. Y. 210 Sth Ave.) 
(Established 1917) 


TOP-FLIGHT PRODUCERS 
FOR EXPANDING 
NATIONAL MEDIUM 


A large, nation-wide medium wants to 
add two high-grade men between 27 and 
40 to its sta t seeks men with 5 to 10 
years sales experience with national or 
leading business magazines, metropolitan 
newspapers, networks or outdoor media 


Good sales personality, record of sales 


accomplishment with national or large 
regional accounts at advertiser and agency 
levels, essential 


The men engaged will join one of Amer 
ica’s foremost corporations, with financial 
resources and personne! policies that as- 
sure security and above-average incomes 
to producers 

Starting salary commensurate with re 
cent income record and proven ability 
Opportunity for growth in earnings and 
responsibility among the most attractive 
in advertising. Sound pension plan, in 
surance, etc 

Piease furnish resume of experience 
Salary required. education, references in 
your first letter. All replies held in strict 
confidence; references will not be con- 
tacted until after personal interview. Our 
Staff knows of this advertisement and 
invites you to consider joining them 

Box 7912, Advertising Age 


200 E. Illinois St.. Chicago 11, I) 


Box 3901, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
PRINTING WANTED 
PRINTING WANTED 
Rotary Printing, tabloids, color, 32 pg 
cap. Complete mailing service. Southwest 
Magazine Pub. Co., 715 Jones St., Ft 


Worth, Texas 


ADVERTISING 
SALESMAN 


Excellent opportunity for expe- 
rienced space salesman with suc- 
cessful nationally known business 
paper (membership in ABC and 
ABP) on sales staff in established 
Chicago and midwestern territory. 
Replacing successful salesman who 
must leave this region. Knowledge 
of selling Variety and General 
Merchandise Chains preferable but 
not essential. Attractive salary, plus 
commission and expenses. State 
age, experience and earnings. Re- 
plies will be held in strict con- 
fidence. Our salesmen know of this 
advertisement. Box 7916, Advertis- 
ing Age, 200 E. Illinois St., Chicago 
11, Illinois. 


Advertising Age, July 23, 1951 


Ziv Promotes Sillerman 

Michael M. (Mickey) Sillerman, 
formerly director of station rela- 
tions of World Broadcasting Sys- 
tem, has been appointed eastern 
sales manager of Ziv Television 
Programs Ine., producer of 
syndicated television film shows. 
Before joining World Broadcast- 
ing, a Ziv affiliate, in 1949, Mr. 
Sillerman was president of Key- 
stone Broadcasting System, a net- 
work of 400 radio stations. 


Crockett Joins Mac Wilkins 

Dave Crockett, formerly assist- 
ant program director of Station 
KING-TV, has been named head 
of the radio-TV department of 
Mac Wilkins, Cole & Weber, Seat- 
tle. 


Westbrook Joins Tatham 

Alice Westbrook, formerly copy 
supervisor in the advertising de- 
partment of Toni Co., has joined 
the creative staff of Tatham-Laird, 
Chicago. 


William Fleming Named S. M. 

William Fleming has been pro- 
noted to manager of the construc- 
tion equipment sales division of 
Worthington Pump & Machinery 
Corp., Harrison, N. J. 


Spiegel Names Engelman 

Robert S. Engelman, v.p. in 
charge of apparel lines for Spie- 
gel Inc., Chicago mail order house, 
has been named general merchan- 
dise manager. 


ADV. MGR. WANTS BIGGER JOB 


At present doing bang-up program for 
electronics distributor but rate of growth 
limited by directional policy. Experienced 
all industrial media, merchandising pro- 
motions, branch organization, publicity. 


direct mail, exhibition displays, house 
organ, budgeting, presentations. Experi- 
enced in food lines. Strong on creative 


copy. Good for agency that believes man 
of 40 can do it. New York or East. Salary 
to $12,000 within a year. All contacts in 
confidence. Box 7913, ADVERTISING AGE, 
11 East 47th Street, New York 17, N. Y 


PAY AS YOU SELL RADIO 


Sell your product by radio and pay on 
a basis of each sale! Over 400 radio sta- 
tions conduct no-money-down plan. 
We have complete list of stations and 
other information telling how to pro- 
ceed, etc. Write today for FREE litera- 
ture. RADIO SALES, Harlan, lowa. 


PROCTER & GAMBLE 


information. 


ADVERTISING DEPARTMENT: Procter & Gamble has 
an excellent opening in the Advertising Department 
for a young college graduate. Location of the posi- 
tion is in Cincinnati executive offices. Nature of work 
is business administrative rather than 
Genuine opportunity for promotion: age 23-27. Write 
to Employment Division, Dept. P, the Procter & 


Gamble Co., Cincinnati 2, 


“creative”’. 


Ohio, giving all pertinent 


in Famous Atlantic City and Trenton,N.J. the Capital City 


teense 


PAINTE 


f 


The R. . Maxwell (0. Trenton NJ 
ADVERTISING 


Since 1894 


POSTERS and 


D DISPLAYS 


Associate Wanted 


Successful regional public relations 
firm in the South needs man with 
agency experience to help it expand 
in advertising agency field Appli- 
cant should know fundamentals of 
agency operation. Location in pros- 
perous creo lacking adequate agency. 
Confidential negotiations assured. 
Experienced man should help make 
bright prospects brighter. 

Box 7915, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 
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EQUAL BILLING—A tie-in that has everybody happy is this 24-sheet poster for 
Spreckels Russell Dairy Co., San Francisco, featuring ice cream flavored with 
Manning's coffee and giving the Manning's can equal prominence. Knollin Ad- 


vertising Agency handles Manning's Inc., 


and Lyon Agency represents Spreckel’s. 


Television Pays Off for Esslinger Beers; 
Take 3rd Sales Position in Philadelphia 


PHILADELPHIA, July 18—Last 
March 2, Esslinger Inc., brewer of 
Esslinger beer and Goblet beer, 
was in fourth place in beer sales 
volume in the Philadelphia area. 

On that date, the company de- 
cided to reduce its newspaper ad- 
vertising budget and experiment 
with two mystery film programs 
on WCAU-TV here in a concen- 
trated effort to boost sales. 

Today, Esslinger is one of the 
heaviest purchasers of television 
time in Philadelphia with six of 
its own programs, supported by 
two daily radio shows and small 
newspaper space. 

Also today, the company has 
moved up ahead of Gretz Brew- 
ing Co. to third place in the re- 
gional market behind Schmidt's 
and Ortleib’s. Esslinger has had a 
30% increase in sales since March 
9 


< 


e J. Cunningham Cox, head of the 
agency which handles the Essling- 
er account, told ADVERTISING AGE 
that the company credits the con- 
centrated television impact for the 
considerable increase in sales vol- 
ume. 

“It is directly traceable, and we 
make no bones about it,” he said. 

As a result, as of Aug. 1, Essling- 
er’s famous “Little Man” insignia, 
a miniature bellboy shouting “I 
Prefer Esslinger,” will disappear 
from outdoor posters for the first 
time in 12 years. He also will just 
about disappear from newspapers 
in the fall, with full concentration 
on television time in this region. 

By the end of the year, the Ess- 
linger television trend will be 
expanded to other sales areas in 
13 states from Maine to South 
Carolina. At present the company 
supports its other sales areas with 
radio spots and small newspaper 
advertising space. 


@ In 1946, Esslinger was the first 
brewery to take commercial tele- 
vision time here with a spot fol- 
lowing “INS News.” That was fol- 


| book of Consumer Terms,” 


more heavily with television. 


Esslinger now is sponsor for 
Saturday night wrestling on 
WCAU-TV from 11 to 12 p.m.; 


mystery films on the same station 
Tuesday and Wednesday nights; 
wrestling on the same station on 
Friday nights; “John Facenda and 
the News” on WCAU-TV on Tues- 
day nights at 11 p.m., and recent- 
ly it took over sponsorship of the 
“Summer Playhouse” Sunday 
nights, 10 to 11 p.m., on WPTZ. 
The playhouse is comprised of fea- 
ture-length films edited down to 
one hour. 

In addition, Esslinger sponsors 
an hour of dance music on Station 
WIP from 11 to 12 p.m. each week 
night and 15 minutes of music 
nightly at 5:45 p.m. on Station 
WPEN. 


Publishes Handbook of 
Difticult Consumer Terms 

The Consumer Advisory Com- 
mittee of New Jersey has pub- 
lished a 92-page booklet, “Hand- 
cover- 
ing difficult terms—ranging from 
abrasion to zelan—used in adver- 
tising, publicity, etc. Copies, at 
35¢ apiece, can be obtained from 
Mrs. Kenneth V. C. Wallace, L. 
Bamberger & Co., Newark. 


‘Minute’ Changes Size, Rates 

Minute Magazine, Los Angeles, 
will change its format, and 
crease its controlled circulation 
and rates with the Aug. 1 issue. 
Previously pocket-size, Minute 
will go to a 9x12” trim size; and 
with circulation up to 5,000, a one- 
time b&w page will cost $120. 
Minute is distributed to Los Ange- 
les business executives. 


Two Appoint Bauer Agency 
Adrian Bauer Advertising Agen- 
cy, Philadelphia, has been ap- 
pointed to handle the accounts of 
Laubenstein Mfg. Co., Ashland, 
Pa., metal perforator, and Better 
Bags Inc., Philadelphia packaging 
equipment manufecturer. 


KTRM Appoints Adam Young 


in- | 


Knickerbocker Beer 
Sales Gain Claimed 
by Ruppert’s Linder 


New York, July 17—Knicker- 
bocker beer, introduced on March 
1, has since enjoyed “the fastest- 

| growth sales of any beer in the 
| metropolitan market.” 
| One reason for this, according 
| to Frederick M. Linder, president 
of Jacob Ruppert Inc., the brew- 
ery making the new beer, is the 
newspaper ad copy which stresses 
that Knickerbocker is “less filling.” 
“Never in my memory,” said 
Mr. Linder, “has a more positive 
approach been made to consumers 
than our factual statements that 
Knickerbocker is less filling. The 
enthusiastic public acceptance of 
our new product has convinced us 
that we have created the lighter 
brew which people have been de- 
manding.” 


e Ruppert introduced its Knicker- 
bocker, via Biow Co., with “the 
biggest advertising and merchan- 
dising campaign in its 84-year his- 
tory.” Copy claims the beer to be 
“extra light, frosty dry.” In addi- 
| tion to New York newspapers, out- 
| door, bar, counter and window 
cards and radio and television 
were scheduled in the introductory 


campaign 

During the second half of 1951 
Ruppert will run ads in 37 news- 
papers from Maine to Virginia and 
will continue its radio and TV 
coverage. 

Promotion is also built around 
“Father Knickerbocker,” a kind 
of living trademark, who has been 
seen recently by more than 1,000,- 
000 people in the territory served 
by the brewery. A_ professional 
actor, “Father Knickerbocker” ap- 
pears at civic functions, speaks be- 
fore service clubs and meets the 
genera! public. 


‘Life’ Names 3 to Sales 

Robert C. Harter and Albert S 
Reynolds, formerly Life retail 
merchandising representatives, 
have joined the advertising sales 
staff of Life International, in Chi- 
cago and New York, respectively. 
Jack Leonard, Life International 
ad sales representative in Chicago, 
has been named to the sales staff 
of Life’s U. S. edition. 


To Hold Transit Centennial 


American Transit Assn., New 
York, in connection with the cen- 
tennial of the transit industry, has 
prepared car cards, Day-Glo 
bumper strips, match covers and 
other items celebrating the anni- 
versary, for sale to its member 
companies. Transit Progress Day 
will be held in the fall. 


39 


KMBY Joins Columbia 

Station KMBY, Monterey, Cal., 
has affiliated with Columbia 
Broadcasting System's radio net- 
work. This brings the CBS radio 
total to 198 stations 


tt is ACTION! DRAMATIC! 
it's a RIOT! NOTHING LIKE IT FOR— 


EXCITING! 


* CONVENTIONS 
STATE FAIRS + SPECIAL ADVERTIS- 
ING DEALS * DIRECT MAIL and 
DEALER TIE-IN ADVERTISING 
dubber Money has no equal—Not only yells 
your Advertising message but actually DEM 
ONSTRATES' it in @ novel way your pros 
Seve Money — 


* COUNTY and 


pects will understand 
STRETCH DOLLARS is @ must for all 
buyers Rubber Money’ strikes home in ao 


very unusual, effective and inexpensive woy 
Never fails to create “Good Will for sales 
men and deolers—in foct RUBBER BUCKS ore 
TOPS in low cost advertising. Write. wire or 
phone for samples and prices. No obligation 


H. MEINHARDT & CO., Inc. Dept. AA-7 


4218 LINCOLN AVE CHICAGO 16, ILL. 


| 
| 


| 
| 
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Adam Young Inc., New York, | 
has been named to represent Sta- 
tion KTRM, Beaumont, Tex. The | 
AM station operates on 1,000 watts | 
day and night. 


lowed sparingly with service spots 
on the various local stations until 
last March, when the company and 
Mr. Cox decided to experiment 


DONT OVERLOOK 
NORTH DAKOTA! 


Farm income more than $600 million in 1950... . 
total savings over $1 billion — that's only part 


you doew.e-. 


Do You Need To | 
Strengthen Your Organization? | 


Executive . . . energetic, capable, with broad back- | 
ground in business and sales management, advertising, | 
merchandising, engineering and economics. Unusual 
analytical ability. Experienced chief copywriter, ac- 
count executive and plans man. Industrial and consumer 
fields. Personable. 44. Pleasant. Co-operative. Family. 


of the consumer wealth you get a chance at in 
North Dakota. And remember, this market can 
be penetrated in depth only by the NORTH 
DAKOTA DAILIES — read by 90% of all farm 
and urban families. 


Box 7914, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
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GREEN BAY, WISCONSIN is “Anyplace, U. S. A.” 
A wide diversity of industries, combined with Green 
Bay’s importance as a distribution center, make it typi- 
cal of any metropolis in the United States. 

SERVING “Anyplace, U. S. A.” is the Green Bay Press- 
Gazette, with circulation now over 35,000. Almost total 
saturation by the Press-Gazette makes the market ideal 
for testing any product. Write Dan C. Beisel, Manager, 
General Advertising, for complete details. 


» 
| GREEN Bay Press-GAZETTE 


Green Bay, Wisconsin 


Sales of Ben-Hur 
Freezers Increased 
By Promotion Offer 


MILWAUKEE, July 19—Ben-Hur 
Mfg. Co. here is having consider- 
able success with a recent promo- 


tion offer designed to spark sales 


of its farm and home freezers. One 
of its dealers, Radio Center in 
New Orleans, sold 14 home freezers 
in the first two days after the offer 
was introduced. 

Initiated June 15, Ben-Hur’s 
combination offer consists of a 
“get started” kit of food packag- 
ing equipment and supplies val- 
ued at $39.25. It’s included with 
each Ben-Hur freezer sold. All 
the items are packaged in a single 
container with a display label il- 
lustrating and listing all the prod- 
ucts. 

To help its dealers tie in with 
the promotion, the company fur- 
nished window or store banners, 
several smaller display banners! 
and full or quarter-page newspa- 


Only LIFE 
International 


aw Caberl ae 


SALES BEACON—This 5° high litho- 
graphed cardboard lighthouse is proving 
to be a sales beacon for Calvert Reserve. 
It was produced for Calvert Distillers by 
Einson-Freeman, Long Island City. 


| per mats—all of which were fea- 


as 


world-wide picture impact 


LIFE International's picture impact attracts an aver- 
age of 10 readers per copy—a total audience of over 
3,000,000 in more than 100 world markets. 


No other English-language consumer or trade maga- 
zine offers advertisers so large an overseas audience. 


This is one reason why LIFE International’s adver- 
tising linage for the first 6 months of 1951 is up 75°% 
over the same period in 1950. 


Only LIFE International has these advantages: 


1 .Quality circulation of over 325,000 in one, world-wide 
edition. 92°, of this circulation goes to those in business, 
government and the professions. 
2.Lowest cost per page per thousand among English- 
language consumer and trade magazines with international 
circulation. 

5 Largest page-size and quality full-color reproduction. 


Domestic plates can be readily used by international ad- 
vertisers. 


LIFE 


international Edition 


Time-Life Building, 9 Rockefeller Plaza, 
New York 20, N. Y. 


In every market — read by the thousands who influence the millions 


Published fortnightly—the 
English-language world- 
wide edition of LIFE 


tured in a broadside introducing 
the complete deal for distributor 
and dealer use. 


s Ben-Hur reports that within 30 
days after the promotion started, 
orders were received for more 
Ben-Hur farm and home freezers 
than the company anticipated 
moving in the 60 days which the 
offer was scheduled to run. 

“It’s the first time,”’ the company 
notes, “that a freezer dealer has 
been able to offer packaging ma- 
terials that show a new freezer 
owner how simple and easy it is 
to package and freeze foods at 
home. All the items in the kit 
are nationally advertised, thus the 
freezer owner knows what to ask 
for when he needs replacements.” 

Morrison Advertising Inc. here 
is the Ben-Hur agency. 


Pillsbury Mills Promotes 
Rankin and Galbraith 

J. L. Rankin, previously adver- 
tising manager and later assistant 
to the v.p. in charge of sales of 
Pillsbury Mills, Minneapolis, has 
been named v.p. in charge of 


“al 


H. R. Galbraith J. Lb. Rankin 
Pillsbury’s grocery products divi- 
sion. 

Formerly an advertising em- 
ploye and most recently Pillsbury 
product manager, H. R. Galbraith 
has been named sales manager of 
the grocery division 


DuMont Promotes Geyelin 

Henry R. Geyelin, advertising 
manager of the receiver sales di- 
vision of Allen B. DuMont Labora- 
tories, East Paterson, N. J., has 
been appointed to coordinate the 
various advertising activities of 
the company. 


WOMEN’S 
GROUP 
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Advertising Age, July 23, 1951 " 
June Advertising Pages and Linage in National Magazines 
Official Figures as Compiled by Publishers’ Information Bureau 
: Publications with an * report directly to Apvertistnc AGE 
a Page: ~-~~ ————- —- Lines ——__—-— — Page Lines ~ 
June June dan.-June Jan.-June June dune dan.-June — Jan.-June June June dan.-June Jan-June June June dan.-June Jan. -June 
2 1951 1950 1951 1950 1951 1950 1951 1950 1951 1950 1951 1950 1951 1950 1951 1950 
Weeklies, Bi-Weeklies, Semi-Monthlies Youth 
: *The American Girl 1s 103 101.6 782 5130 4411 43,596 33,523 
Q t*Capper's Weekly 41 53 29.5 30.0 9.136 11865 66,051 67.088 Boys’ Life .... 178 = 212 94.6 887 12126 14440 64.379 60.360 
*Christian Advocate . 22.6 17 ©6145. 1132 9.335 ‘760 ©—_-60,025 46.887 *Child Life 06 0.2 11.7 6.7 253 103 024 2.936 
tGollier’s a ; 158.2 142.5 $38.9 780.3 107.510 96.873 $70.296 $30.38 “Open Road 84 8.0 50.4 56.3 3.614 3.435 21,595 24.145 
ae veces q 8 A 7 e d w, d "37 > 4 é = 
bat as wi ai ; ited bine ise ; 101 952 ; iz 20 Total Group aw | 39.7 ~ 258.3 ~ 2299 21.123 ~ 22.389 ~ 134,598 120.964 
! J “ ‘ J 5 5 5 . . 
Look 1418 1289 7783 7166 96.400 87,631 ‘059 487.043 +©Outtdoor & Sports 
fNew Yorker 2955 2376 1,706.0 16124 126,623 101.878 731.674 691.262  *American Rifleman 447 457 2625 279.7 19,187 19,600 112,595 119,966 
Newsweek 235.5 2165 1.4300 1,263.9 ‘788 ‘820 600.86 30.292 Field & Stream . 56.1 73.2 372.3 4243 24090 31,382 159,738 182.014 
Pathfinder 423 425 (2572 (2838 17.749 17,836 107.939 121.815  *Fur-Fish-Game 169 203 120.2 136.1 7.248 8.698 51,489 58.286 
28* Quick 28.0 10 164.0 3.0 — —_— t*Hunting & Fishing 10.2 a 147.9 a 392 —s 63,451 — 
tSaturday Evening Post 443.6 376.0 2,285.2 «2,161.7 301,477 255,551 1,526,018 1,469,376 Outdoor Life... 577 65.5 345.2 374.5 24801 28,092 148,148 160,652 
E +*Saturday Review of *Qutdoor Sportsman 148 110 759 67.4 6258 4,732 2 28.924 
ogtiteratere 27 830 34 3371 22.623 16.845 142.638 144.630 Sports field - 5 67.4 328.5 3919 22976 28.907 140.919 168.029 
hag News : . . 61. : . I. > Total Group 37 ~ 2831 ~15046 ~ 16739 104560 “214li ~ 645.355 ~ 717-871 
vine hee és tigi 305.4 267.9 1.8854 1,709.2 128.180 112.467 791525 717.480 snot included in totals. {Combined with Outdoorsman effective February 1951 issue 
Repor i 155.7 102.7 774.2 586.1 65,335 43,106 324.930 237. - 
Total oe 2326.3 20140 131980 1227651291245 T132978 7.297.934 


‘ 6.845, 
{Five issues in June 1951; four issues in June 1950. #Not included in totals. §Started accepting advertising in April 1950. 


only full page units accepted 


Magazine Linage Trend tigeres in thousonds 


Women's 
2" Better Living 215 62.9 —= S28 — 26.962 
2° Everywoman’s 25.4 148.2 a — 63,499 
Family Circle 56.0 52.9 336.0 293.8 23,984 22690 144.013 126.036 ‘ 
Good Housekeeping 1381 149.1 870.6 891.0 59.130 63.797 372.603 381.291 
*Holland’s Magazine 20.4 21.1 125.6 1332 8.751 9.048 53,901 57.131 
Household 40.5 49.6 279.8 295.8 17,352 21.208 119.796 126 385 
Ladies’ Home Journal 1125 1217 719.5 746.4 76.450 82691 489.1 
McCall's Magazine 75.8 72.8 4346 4258 51560 49,472 295.452 389. 79 
Parents’ Magazine 58.8 68.4 368.2 392.2 25.176 29.284 157.709 167,874 
Seventeen 64.9 71.7 572.4 6175 44.096 48.783 205 419.944 
Today's Woman 54.3 50.6 380.2 298.4 23.247 21.708 163,006 127.937 
"Western Family 
Southwest Edition 34.7 46.0 235.8 245.3 14,884 19,741 101,203 106,060 
‘2No. Calif. Edition a 205.3 =—— 32055 —— 072 
sNorthwest Edition 32.6 39.7 226.9 216.2 14.013 17,015 97.422 92.732 
Woman's Day 64.0 53.3 404.6 340.6 27.412 22844 173.333 146.096 
Woman's Home Companion 85.2 79.6 483.5 466.5 57.973 54.106 328.732 317.153 
Total Group “B05.2 ~ 8368 ~ 52108 ~ 51465 430,015 445,368 2.788.093 2.773.006 
SNot included in totals. “Started publication with May 1951 issue. "Started publication with January 1951 issue. “See note 
at end of linage t “Started with S issue. 
General 
*American Forests 148 15.2 88.4 79.7 6230 6,370 37,156 33,474 
‘ American Legion 16.5 13.9 93.5 949 6.940 5.875 39,308 950 
American Magazine 29.6 33.2 192.0 221.4 12.448 13,908 80,629 92.985 
Argosy 20.5 15.4 119.1 885 8813 6.594 51,095 37,940 
Atlantic Monthly 14.6 18.9 116.2 1196 66,118 7.896 48,749 148 
*Christian Herald 35.6 27.1 238.3 237.2 15,232 11,628 102,163 101,756 Science & Mechanics 
——— a 23 2 Os OH SS OBES Rs | Seteee eee 629 668 4276 4846 14097 14951 95,775 
, etn 439 «50.7 254 3100 18808 21.722 ‘900 132.948 | Popular Mechanics 119.5 128.8 799.9 878.5 26.768 28.840 179,177 
yoy 49 45 m8 32.3 Soe? 1.894 12.116 13,503 | “Popular Science . 1028 1219 717.9  _816.8 23.027 27.298 ~_—160,815 
*Ebony ....... 539 443 301.5 238.3 36,623 30,090 ‘009 161.970 Total Group 2852 ~ 3175 19454 21399 63.802 ~ 71.089 ~ 435.767 
Elks Magazine 9.9 11.9 59.8 605 4.254 5.081 25.656 25.928 
Senter mz 68) 62 «OE BR ORE «(Sicts «= “oasee | Detective & Fiction 
* Extension Z . ' . ‘ . a . 1 
Gourmet %5 236 1890 167.2 15635 10.135 ‘954 TL6MS | ShOectaten tes’ Group i | a 
*Grade Teacher . 17.3 14.2 173.0 1704 7,608 6,345 76,291 75.180 | Sh coer Ficlion Groce is¢ 187 130 =a [ha co “ 
Berger's Gegesicn se Pe OE an oriae geese; | *Thrilling a Group 105 105 70.: ; 778 2352 2360 15.733 
oliday . . . . y . A . — ome .  « ee et oF 
: nt Era 35.0 31.5 179.0 183.3 15,017 13,507 76,827 78,607 Total Grow a5 a7 282.9 12,500 ~ 13.876 91531 
Se . 115 15.5 132.7 160 6 7.899 10,589 834 110,038 tNot iaciuded, in totals. SGroup contained three magazines in a 1951; two magazines in June 1950. 
*Motor Boating ... 79.2 89.6 529.0 586.2 46.575 52.687 311,078 344.678 
a Cea a me me Be BS ogy | fom 
*Our World +6 ’ + 6 ’ . ; ; Capper's Farmer 45.1 50.1 301.0 328.8 30, 
2*Promenade 205 198 1375 1329 8795 8507 SB 37.032 | Country Gentleman 6 4698703} Ot? ar den 
Redbook Magazine 17.6 212 142.6 1336 7.515 9.066 61.140 3.0 | Got oon =f +4 4 = ¢ 736) 
* Rotarian 7.8 98 43.3 439 3.290 4.184 18.638 18538 Farm & | EEN Southern 
21 *See 10.3 118 35.6 a om 6Té SN ae eon | Agriculturist 281 936.2 «= - 230.4 0266.6 «19,109 24,719 
*Sport 4 120 43.7 487 (4.907 5.136 , 257589 | {Progressive Farmer 662 730 4939 5222 44963 49.671 
ay & Country roy = 44 = a4 a a B7 126 | Successful Farming 88.9 85.7 4 618.1 40.018 38.553 
rue ‘ 7 \ . ' e . , ——S SS - — — — a al 
*Yachting 739 861 508.0 571.1 43.453 50,627 298,904 335,807 ar Grow a an ae 207.0 335.5 “27926 ~ 30041 233.606 ~ 253,792 
Total Group 8905 ~ 9145 54356 5523.7 474,397 489,661 2,900,710 2,935,477 
2Not included in totals. +May- June issues combined. Magazine Sections (D 
Home (Nationally distributed j 
ith Sunday newspapers) 
American Home 60.8 62.2 381.6 380.9 428 39,253 241,056 240,708 | *" 
Better Homes & Gardens 147.7 1556 898.9 909.1 93,343 98.357 568.025 574, souses Say te a 2 375.677 
—Fy 79 93S S386 Sek 0 Saos7 S503 398053 «S0.0an THs Week Magazine 608 _ 624 3914 3858 51.609 53.072 332.459 527.786 
# arden \ ‘ J . Ns | . “Ts — Ee Se ttn tll : 
st Living - 48.4 216 235.1 134.2 30,524 13,671 148,452 84.780 Total Group 139.3 159.7 935.3 993.9 124.574 144.402 ~ 839.103 Ra 
Sunset Magazine 856 79.3 5275 4436 35.943 33.292 221.572 186,305 
Total Group 336.4 ~ 5038 ~ 2990.3 ~ 2948.2 289.080 297.343 1.777.129 ~i.761,783 | Magazine Sections (II) 
Not included in totals. | No January 1950 issue (All other magazine sections) ay 
First 3 Markets Group 24.1 28.0 156.5 191.0 24,075 27,900 156,175 191,010 Ns 
Fashion 7s Herald Tribune- 0.8 $3.2 296.4 anne . 
. his Week o . ‘0 33.078 28, 38: 9 6 
b Charm $67 407-497-2405. 24348 17.444 213.326 174.058. Mirror Magazine 43 441 2680 2980 233 afer sera 372.300 
Glamour 47-9 60.2 589.8 565.2 20,522 25.856 52.964 242,534 | wow York Times Magazine 1220 1326 915.6 924.7 103.721 112.783 778.276 785.860 
teers i 82 St Be Ba Bet RR Raceway BY MAS To Ses "he Mae ines eta 
Vogue __ 59.8 52.9 953.2 833.1 37.798 __ 33,401 _ 574,744 526.267 Total Group 2445 252.4 1,666.5 17125 232180 241,383 1574923 “Lésida3 
Total Group 239.1 236.1 232.3 2,942.8 153,269 150,384 1,684,568 1,552,232 All figures in the following groups were compiled by Advertising Age 
Movie-Romance-Radio Comics Magazines 
Del! Modern Group 
Moderns Romances 35.6 40.6 203.8 219.7 15,258 17,424 87,379 94,148 | ‘SAmerican Comics Group 123 as 
Modern Screen ..... 37.6 39.7 207.4 220.0 16,110 17.005 : 94.313 (Total 2 Units) zs. 32.3 115 4,652 1,701 12.212 4,347 
Screen Stories - 315 338 = 1783 1978 «13.491 144800 76.431 84.783 aS — 3 — — 5.859 pee 
Fameett bom beg ZArchie Comics 6.0 7.0 17.0 19.5 2.268 2.646 é ae 7.371 
Motion Picture . 29.6 33.5 176.4 1916 12,713 14,403 75,740 : Fawcett Comics Group 3.0 7.9 23.3 37.5 1,890 2,994 8.813 14.183 
Movie Story Magazine 27.2 32.9 170.0 187.5 11671 14,122 72,991 80,455  ‘SHarvey Comics Group Bs Rs 19.2 206 2,097 3.213 7,276 7,786 
True Confessions . 398 46.3 2335 2533 17,074 19,887 100.251 Lee Giessen Pubtestions na 565 4410 3,843 (26,875 21,322 
Hillman Women’s Group 12.4 88 74.6 73.4 5.351 3.759 32183 31.631 , ‘sMarvel Comics Group %.0 30.0 
Hit'man Movie Group 3.5 3.8 27.6 39 1501 1.675 11.863 16,720 o-_ 3 _— . 20 100 hr 876 13,716 11,430 37.530 33.228 
ae og tmp = S 4 RR = ae von Solve Unit 120 ©1100 33.0 ee yy ett 
a ovie Grow . . A A b- - ’ . 
Ideal Romance Group 66 83 sa 475 21825 3592 21.992 . oe.) Reo 120 0 8©=— 10.0 33.0 29.3 4,572 3810 12,510 11s 
ersonal Romances - . J 3.149 9.921 
Sereenland Unit 290 232 1590 1276 12421 91927 294 ams | Seas oee ss 3 ee ne ie on 28,350 
a mance r Ps 
po i ay nm  — 77.2 a | — 33,088 — sBlue Unit 7.0 115 32.5 345 2.646 4,347 12.285 12399 
Secrets 22.3 19.6 126.7 118.0 9.576 8,425 54.409 50,611 Quality Comic Group 40 4.0 22.0 240 1512 1512 8.136 6.856 
True Story Women's Group: , Standard Comics Group 3.5 2.5 223 = 225 1,323 945 8,442 8.505 
Protoplay 44.1 42.2 233.9 249.9 18,921 18107 100,318 107.175 Total Group oo s7 a1 Re 207% — 2155 i4éie “i177 ~9e.3an #1216 
adio elevision sNot included im totals ay-June issues combined nits A and B b rv r 
Mirror es, 27.1 26 1541 1613 11633 11,399 66,033 69.173 zines in dune 1951; 20 magazines in June 1950 a a a ay ee a ee SS ae 
True Experiences a 283 28.0 160.2 172 0 12.182 11.987 68.732 73.7 
True Love Stories .. , 66 9 11,922 70,096 71 
= zl 274 Wt me ua ie yoaes Tiss Canodian National Weekend Ne Newspapers (Rotogravure Linage) 
True Story ; 9 2 356.0 23.836 25.226 137.261 152,655 fA Patrie 34 - : ” 1 ai Se oe om Mo 247 $55 
Total Group 506.5 ~ 519.9 29348 3104.4 217.275 223.106 1,259,507 “1.331.754 {Standara 699 54.5 344.0 286.2 69.879 54476 34401 
ZNot included in totals. tChanged from bi-monthly to monthly effective February 1951; not published during 1 tStar Weekly dd 70.0 4772 4027 89.680 66 446 453.464 os 
NOTE: Figures for each publication in the Dell, Fawcett and True Story groups include all advertising carried by the groups Total G SS “Ts - —— = 4 362.579 
as a whole PLUS additional advertising carried by each individual publication. mid PEASE ed uss te tome 1438.2 12069 273.463 208.090 T4ia634 “Tise,.770 
Business c. 
- anadian 
nny al = ™% * i me ae y= or7 -aee ea age Canadian Home Journal 48.8 39.1 274.3 2318 53.217 26,568 186.499 157,674 
Forbes , 29.7 287 2321 «198.7 12439 «12028 3741s «Ba Ros {Canadian Homes & Gardens 596 8 =S61 = 298.9 = 280.5 40.550 37.690 203.320 527 
ae 2 2 SS RP a ese seis Rectons 7306595783 Saal ances | Sage Deaelo adage 
n Industry A ‘ 4 292.585 . ; d 
Nation's Business 26.4 31.3 186.7 2016 11309 13,381 79.923 ass | jute bisasi 49.7 46.6 334.3 331.6 33,826 31,345 227,335 223,303 
Total Group .. “Wel? ~S829 “41940 ~35782 372542 282473 2000995 “1.715.262 English Edition 77.5 70.0 383.5 354.0 141 
05 12,740 9.7 
+Five issues in June 1951; four issues in June 1950. French Edition 77.5 70.0 386.0 45 14,105 12,740 70 oe 66.339 
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Pag - _ ~— Lines — P. -—— -———— —-Lines——  ——_ —— 
June June dan.-June Jan.-June June June dan.-June Jan. -June June June dan. -June Jan-June June June dJan.-June Jan.-June 
f 1951 1950 1951 1950 1951 1950 1951 1950 1951 1950 1951 1950 1951 1950 1951 1950 
Revue Moderne 33.3 30.5 171.0 153.9 22,666 20,744 116,280 104.648 German Conte) 29.0 25.0 162.0 134.0 5,278 4,550 29,484 24,388 
Revue Populaire, La 33.4 34.2 193.5 172.2 23,377 23,909 135,398 120.500 Italian , 48.0 30.0 210.5 139.0 8.256 5,160 36,192 26,815 
Samedi 3.1 34.2 215.5 190.2 25.257 23,953 150,881 133,110 Japanese ... 315 10.0 94.0 50.0 5, 1,680 15,792 8,400 
Saturday Night 83.7 86.5 518.5 544.3 56,883 58.840 352,537 370,160 S’ Japanese Troop 25.0 13.0 121.0 41.0 4,5; 4,046 22,022 9,042 
Time-Canadian _ 47 8 122.0 837 2 628.6 _ 62,090 7 51.240 351.610 264,040 Mexican ‘ 73.0 49.5 365.0 273.0 13,286 9,009 5.800 49,866 
, Total Group 7699 6922 4,260.4 ~ 3,824.7 409.389 "369.834 2,304,429 2,082,500 s‘New Zealand 3o 0 Ul 94.0 — ooo —— 17,108 “on 
‘ :Smatler page s.ze (672 lines) im 1950. : Norwegian .. 15.0 7.0 9L5 33.5 2.5 1,190 15,552 5.693 
: Portuguese .... 85.0 71.0 396.0 336.0 14,875 12,425 69,302 58.887 
Foreign a ee ce a eT 
ee ern 4 ’ ’ Y Y 
Life International 45.8 23.3 249.9 138.4 31,110 15,810 169,830 94,010 Spanish A nae oy 0 $80 445.0 353.5 14,014 12,376 80.900 64.2 
Newsweek- European 48.3 28.3 198.1 175.9 20,300 11,900 83,228 73,916 Swedish ear 36.0 39.0 188.0 0 6.676 7.244 37,701 23,502 
: Rensunet a 85.0 59.3 435.9 346.3 35,700 24,920 183,030 145,460 Time-Atlantic .. 69.7 418 316.3 216.0 29,260 17,570 132,790 92,160 
eader's Diges Time-Latin A . . .720 201,320 165,340 
cee ee me me Mee fee gue mee eg | teehee 3 312 aes ta sow hose iooste 
$ British > . 324 8 = A 271 “lj 33) Fei 
‘ ‘Caribbean 88.0 49 5 4 5 2730 16016 9.009 73.619 49 866 Total Group T3304 ~ 9554 66545 5.1995 342.064 236871 1,727,566 1,322,781 
anish 8 0 9 47.0 3,145 1,700 15,887 7,988 SNot included in totals. ‘Started publication with May 1950 issue. “The 1950 figures for Caribbean, Mexican and Southern 
Som weer = s aan Ry ait eof af oof Bn oaiarnare esitions are prior to the Spanish-split, when these three editions were incorporated in Spanish 72. ‘Started 
' \ . . t 
French (Intercontinental) alo00=0340=Ss «197.0 = 1980S 7.275 5.950 38,475 a | ee ee ee ee ee ee ee 
French (Paris) 81.0 58.0 389.0 310.0 14,175 10,150 68,075 54,250 NOTE: All sectional advertising of Family Circle, Woman's Day, Progressive Farmer and Farm & Ranch-Southern Agriculturist 
French (Provincial) 81.0 58.0 381.0 334.0 14,175 10,150 66,675 58.450 ‘Ss reduced by application of a ratio figure to each advertisement; this ratio is the circulation of the particular 
French (Swiss) 29.0 26.0 161.0 142.0 5.075 4,550 28,175 24,850 edition carrying the advertisement to the total circulation of the magazine. For example, if a page advertisement appears in an 
German (Germany) 25.0 25.0 165.0 151.0 4,550 4,550 30,030 27,482 edition representing 15% of the total circulation of the mayazine, it is counted in the totals as .15 pages 


June Advertising Pages and Linage in Farm Publications 


Official Figures as Compiled by Farm Publication Reports Inc. 
Publications with an * report directly to ApvERTISING AGE 


Current Month 

Commercial Dis- 

play Excluding 
ig Poultry, Classified 


Current Month 
Commercial Dis- 

play Excluding 
Poultry, Classified 


—Total Advertising, In Pages— ——Total Advertising, In Lines—— and Livestock, In _— . 
june June Jan. -June Jan.-June June June Jan.-June Jan. -June Lines aoe Steen, Be —— — tet, Acnrtiinn, 2, and Uncles, In 
1951 1950 1951 1950 1951 1950 1951 1950 1951 1950 1951 1950 1951 1950 1951 1950 1951 1950 1951 1950 
Cas Singestnce Somer Samp sain HS HS 7S 7S EN Hee US ER Bee Ba 
af F 45.2 50.2 310.7 329.12 30.749 34,139 325 223.834 5s 32.987 a y y ’ . 274 6 ; 91.168 274 «14,672 
2% pan ly Goctienes 885 994 6005 639.7 60.197 67.620 0833? 358.033 gota 66.342 Seawtame Farmer 27.0 29.0 288.6 292.2 20,707 22.279 221,614 224.433 17.477 = 18,881 
: Farm Journal 90.1 90.8 578.7 627.7 38.661 38,949 248.332 269,300 37521 37.665 | *Yhrauie Farmer —_— 7 — 625 — 42  — BHM — BIH 
2 z6Farm & Ranch with Southern inois Edition 29 —— 454.7 — 38,500 — 330,993 — 32,047 au 
: Aerleuiterit Awroe 2 Eaton $25 —— aati — Mie — sense  — we 
th Edit 242 — 205.4 — 16454 — 657 — " — ong _ wate . nen —— oman 
fs ‘| -4 -4 H+ = = op oy 4 Rural New-Yorker 201 279 2086 2639 18770 21883 163831 206899 2572 17863 
" Seutuaest Edition -— oa ae — 96939 — 33237 — Utah Farmer area 38.9 28.2 3019 1841 29.379 21.322 228.230 139.228 27.172 20,429 
Progressive Farmer: . rmer owa 
£ , a) 479.8 44. ’ omestead 54.6 57.9 450.9 42,829 45,363 381.938 353.424 39,426 42,271 
(a ; BCarcline-Va, Edition 65.1 72.2 9 521.8 236 49,094 326,239 © 354,834 40.645 46,721 Washinton Farmer 335 a1 5 247.5 266 6 25 358 31 405 187 Oss 201 592 23 225 23 210 
“i : 4. . . ern Farm Life . ; 2 22.862 172.216 165.039 17,228 2 
A ieee OOO OTe ee ee ee Oe) eee. 4 8S Sel ee 6 fee eee ees ee Lee 
é Edition "64.6 70.8 474.0 505.1 43,954 48,119 322,388 343,460 40,924 45,985 | Wisconsin Agriculturist . 36.4 384 340.0 321.2 28,539 30,121 266.607 251.867 26,633 _ 28,582 
SB stiss.-La-Ark Total Group 789.8 862.3 6.850.8 6550.9 608.285 663.727 5.271.279 5.041.232 543,770 589.812 
$ Edition 65.3 715 481.4 509.1 44.386 48.652 327.329 346.138 41,422 46.442 Not included in totals. ftIilinois and Indiana editions not listed separately prior to apt 1951. §This edition also 
| Texas Edition 69.7 75.8 530.0 553.3 47.367 51.519 360.390 376.257 44.403 49.546 | ‘carries all linage appearing in Western Farm Life 
Average 5 Editions 66.1 73.0 494.0 5246 44.963 49.634 335.987 356690 41.848 47.462 
+ Successful Farming 88.9 85.7 599.4 6188 40.018 38,553 264.739 278,472 39.330 37.837 Bi. Weeklies 
) Total Group 378.8 399.1 2,583.3 2.739.9 214.588 228.895 1.462.680 1,563,329 203.405 222,293 
! Not included in totals. §Published only two editions in 1950, so comparable figures are not available. a 57.4 398.7 384.1 43.378 45,527 301.438 290,408 41,229 43,903 
' Northern Edition 36.7 299.4 322.4 27,723 34,928 226.321 243.668 25,462 32,531 


60.2 
46.2 

'Monthlies Southern Edition 37.9 rH 307.1 322.3 28.641 33.845 232.172 243.610 26.380 31.392 
14.9 


ae: ianiieas teadecs Average 2 Editions 37.3 303.3 3224 28.182 34.387 229.247 243639 25.921 31.962 
Bhi Digest 13.5 179 1208 1361 2.654 3,507 23.680 26,671 2.654 3,507 | “Dairymen’s League News 11.5 75.2 80.9 8.388 10.849 54730 59.010 7.922 10,281 
— Bamerican Fruit Grower 21.2 266 «©1792 1995 9141 11.495 77,332 86,086 8.967 11,335 Total Group 106.2 120.6 777.2 787.4 79.998 90.763 585.415 593.057 75.072 86.146 
he American Poultry Journal Not included in totals. 
— | sEastern Edition 22.7 254 2709 296.3 9,718 10898 116.142 127,101 6.695 7.988 
.  ZCentral Edition 7 6 21 4 220.6 251.7 7 $48 9.165 94626 107937 5.287 7.014 , 
oe TP =Western Edition 5. 9. 6 6. 81,091 92.889 4582 6.338 , : 
4 Average 3 Editions . 185 22.0 2269 2548 7.908 9.440 97.286 109.309 5521 7.113 Farm Linage Trend Figures in Thousands 
me SArkansas Farmer 137 114 982 840 10322 8633 74225 63.581 9645 8.127 
ie Better Farming Methods. 33.0 33 i 240 0 246.2 14.143 14.203 102 914 105.667 13.933 13.975 
td P* Better Fruit 19.0 6 6 8001 46 49 47.789 8,00 6,615 
"Breeder's Gazette . 173 138 1385 1204 7.771 6230 62.326 54189 4355 3.885 MAGAZINES MONTHLIES 
“ *California Citrograph 24.7 241 149 2 187 H 16.604 is 212 100 254 105 960 16.464 16.002 1951 195) 
we 4 *Carolina Co-operator 2.3 6 J ’ 5.9 8.96 . 25 
“g “Cattleman, The 833 780 S841 S073 35.011 32757 245379 213067 17759 17140 (OM 2/5 | JUOWE| 34 / ] 
mS BElectricity on the Farm 15.2 16.1 8 3 2 i 343 $741 122.224 25-234 2a 2 741 
— Farmer-Stockman 22.3 31. 5.2 16.923 23.816 168.86 88 2.574 
é *Florida Cattieman 415 370 2933 2651 17.423 15 123.155 111.327 12.072 | MAY 4/0 c 
* “* Florida Grower 106 Wl 14 = 1170 7.268 9,251 75,983 80,045 6 9,251 
*Idaho Granger 67 92 48.8 55.8 7,280 10,010 53.046 os 867.2389 1950 
oe Kentucky Farmer 149 152 1389 126.3 11.687 11.918 108877 99,08 9659 9.541 32 
se *Michigan Farm News 27 6 wW3 28 6151 3.677 065 30.131 6.134 3617 aa c 
it »* National Live Stock 
zs Producer 62 56 579 606 4528 4,067 42.146 44.048 4 308 3.772 
os 0 a7 2694 =. 22.4 2.694 
a cece SS os ' - BI-WEEKLIES CANADIAN 
Garden 33.3 355 2736 266.7 14.993 15,978 123.156 120,040 12,502 12,127 1951 1951 
*Ohio Farm Bureau 
News 104 93 66.0 716 4625 4,205 29.743 32,280 4145 3,930 480 Ji 
"Pacific Poultrymas 305 30.9 2287 2428 13.070 13.270 97.563 104,224 9.195 8.007 
= Poultry Tribune 
m zEastern Edition 25.6 31.0 2959 356.9 964 13,317 126 153,106 8.007 10,542 199) MAY 
ZCentral Edition 238 27.1 259.9 3006 10.212 11.643 111.457 128978 7.415 9,452 1950 
Western Edition 210 234 2253 2646 9.019 10.029 96.66 13 6.788 8.156 1950 
Average 3 Editions 23.5 27.2 260.4 307.4 10,065 11,663 111.688 131859 7.403 9,383 
*Southern Farmer 65 57 520 550 7.23 6323 57,43 5.942 5.023 
Southern Planter 110 185 1831 1818 7.693 12,984 128163 127.241 6 12.001 
*Turkey World 32.7 24.0 3253 ‘8 14.033 10.288 139.752 132.906 11475 7.684 
* “Western Dairy Jourral 46.4 37.8 250.4 2427 19,495 15,890 105.281 101.965 9,759 11.179 ; , ; 
y , Western Livestock All figures in the following groups were compiled by Advertising Age 
: Journal 99.1 96.1 5843 568.7 41,629 40.376 245,490 238,872 11.827 13,377 
Wyoming Stockman 2 
d Farmer 18.5 482 149 113.7 16,590 43,219 102.933 101,939 13.650 41,866 Weeklies map 
y 
, git gem... GSE TES SERA SURS MENS YRS LO COS NS | eee Gain 19.9 17.7 153.7 156.3 49.030 43,676 378.855 385,052 37.505 33,646 
=Not included in totals Missouri Edition 19.1 168 1522 1505 47.099 41274 375.305 370.898 36.364 32.077 
; Okla.-Ark. Edition 18.4 15.3 1440 1423 45.242 37.821 354.746 350.766 35.482 29271 
Newspaper Monthly Farm Sections 
y*lowa Farm & Home Dailies 
Register 26.3 2 1452 135.2 27 783 19 34s 153.662 lad 197 25.993 19.110 Chicago Daily roves 
“Rural Gravure 59 74 393 381 ‘93 . : : 2 
:*Texas Ranch & Farm 20.6 «117 «1222 «108.7 «21.952 12.418 130.158 115.766 20.930 10.166 9, Jounal aoe 18.6 236 1543 177.2 39,534 50.202 328.253 377,144 25.448 34,969 
: Total Group 52.8 37.3 306.7 2820 55,667 39.131 323.393 298.325 52.855 36.641 Telegram 20.6 293 1959 2111 43.732 62.245 417,078 449,161 30,699 44.212 
+Smaiier page size (1.055 lines) in 1951. {Formerly Star-Telegram Ranch & Farm News. Omaha Daily Journal 
‘ Stockman - 216 27.5 188.7 2032 45.952 58591 401548 432,507 35.878 45,903 
: Semi-Monthlies gt og owe agg : 
; porter 13.9 17.0 1092 130.1 29,664 36.224 232.793 276.817 23,965 27.619 
i viens 7 ; 16.3 = ae ~ 
“a = nelly on A 9 ir CE mee ee ES Ute Total Group 74.7 97.4 648.1 721.6 158.882 207.262 1.379.672 1.535.629 115.990 152.703 
R. Colorado Rancher and i " 
oe” Farmer 259 296 2072 1959 19.593 22.367 156.632 148.023 17.843 20.697 Canadian 
ee See {Se S| 2S we Se lk og i73  abes2 Canadian Countryman . 282 261 2178 2431 19.763 18.250 152.433 170.196 16.133 14,474 
Farmer. The $3.7 409 4607 0056 42603 SE S62 S08SNS S6STS 57.916 33.700 | Comey Gelte tee. SS OS 267 822 ER TT! MS SESS 88 RIT! 
4 fr) 34.3 37.0 253.0 2625 24,960 26.932 184,083 191.156 20.018 22,954 ee ay Pane 7 
ion tour. 358 497 2679 2782 271050 33,803 202.540 207.398 24.937 31.622 2 o2 we o77 2 Ct Be eS TI ON Ole 
Indiana Farme's Guide 145 178 1551 157.8 11.368 13,921 121,591 123,711 7.539 10,590 as fae 5 i a SR BB 
Kansas Farmer 29.3 339 257.7 2417 22.242 25.759 195.768 183.642 20.613 23.385 = g F ane es 82 (506.8 535.3 62.494 78.224 = 508,751 = 535.308 46,465 56,963 
Michigan Farmer 33.9 384 2971 299.3 26.020 29.455 228.203 229.810 22.164 25.756 _ 
Missour Farmer 59 57 405 418 3512 4,353 30.621 31870 4134 4157 yt > 368 31.3 241.2 «256.4 «25.192 21.909 168.785 179.514 21.466 = 18,227 
Missourt Ruralist 178 212 2310 1915 13539 16.094 175.525 145.436 11.965 14.675 puma & magazine 30.0 2113 2111 21.664 20.997 147.923 147.807 20.621 19.666 
Montana Farme Farmer 83.0 805 6147 641.2 93.406 90,533 679.275 708.1 
. " - ‘ 36.074 5 614.7 6 708.135 53,577 50.771 
5 a 50.9 S54 3672 317.0 BASE aN BIT Tes 39Seo GALI? 3e1g0 tWestern Producer 40.5 55.5 316.8 3328 43.369 59.807 339.033 357.085 26.294 28.605 
New England Homestead 244 23.9 2368 2281 17.100 16.699 165.687 159.649 11,720 11,248 Total Group 316.6 341.5 2,367.3 2,496.1 291.450 318,097 2.180.988 2296985 210.118 217.483 
Ohw Farmer 31.0 38.5 328.0 324.6 23,780 29.530 251,966 249,238 20.613 26.685 Not included in totals. +Four issues in June 1951: five issues in June 1950 
Wisconsin Bans ‘Restricted’ tional origin or ancestry has been| Ford Names 3 in Sales | service department. John S. Sny- Richmond to ‘Courier-Post' 
_ Advertising for Hotels, Etc. prohibited by a Wisconsin law re- John F. McLean Jr., manager der, assistant fleet sales manager, Sidney Richmond, formerly me- 
ts Advertising a hotei, resort or) cently signed by Gov. Kohler. Vio- of the truck sales section in the has been named to succeed Mr. Mc- dia director of Philip Klein Ad- 


other place of public accommoda- | | lations may be punished by fines Ford truck and fleet department Lean. Irving L. Pierce, special as- vertising Agency, has joined the 
tien or amusement as restricted| of $25 to $100, or six months in of Ford Motor Co., has been named sistant service manager, has been display advertising staff of the 
because of race, creed, color, na-! jail, or both. special assistant manager of the’ named to succeed Mr. Snyder. Courier-Post, Camden, N. J. 
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Fibre Fabric Group 
Formed; Advertising 
Campaign Expected 


New York, July 17—Formation 
of a new organization, the Fibre 
Fabric Group, to acquaint con- 
sumers with facts about fibre fab- 
ric, its quality, economy and versa- 
tility, was announced here this 
week by Ross A. Fife, executive 
secretary of the Tissue Assn. The 
fabric group will function as an 
autonomous affiliate of the as- 
sociation. 

A broad program of product re- 
search is planned to find further 
uses for fibre fabric besides the | 
more than 100 already known. | 
Fibre fabric is now used princi-| 
pally in the manufacture of auto- 
mobile seat covers, floor coverings 
and food packaging materials. | 
® In addition, a broad-gage infor-| 
mation and advertising program | 
will be inaugurated to furnish con- | 
sumers with highlights of the re- 
search findings as they become 
available. Business paper advertis- | 
ing will keep the trade informed | 
of the program’s progress and its 
marketing aspects, beginning in 
September. No further information 
on the advertising program is 
available at present. MacLean Ad- 
vertising will handle the informa- 
tion and advertising phases. 

Companies who are financing 
the campaign are: Marlan Corp., 
New York; Patchogue-Plymouth 
Mills Corp., Lawrence, Mass.; 
Southern Mills Inc., Senoia, Ga.; 
Swift Mfg. Co., Columbus, Ga.: 
and E. W. Twitchell Inc., Philadel- 
phia. 


Barber to Head Landsheft; 
Edgar Drullard Named V.P. | 


Henry L. Barber has been 
elected president of Landsheft Inc. 
following the 
death of A. Wil- 
liam Landsheft, 
founder and pres- 
ident of the Buf- 
falo agency. Mr. 
Barber was 
viously a v. 

Edgar T. br ul- 
lard, account ex- 
ecutive and pro- 
duction manager 
of Landsheft, has 
been elected a 
v.p. Both men 
have served 16 years with the 
agency. 


Henry Barber 


Bushnell Names New Agency 
D. P. Bushnell & Co., Pasadena, 
has appointed Van der Boom- 
Hunt-McNaughton, Los Angeles, to 
handle advertising for its mail 
order binoculars. J. Walter Thomp- 
son Co. recently resigned the ac- 
count (as reported on Page 11). 


8xid - 
GENUINE 
GLOSSY 


PHOTOS 
77 Quantities 
SELL BETTER! 


PHOTOMATIC. co. 


53-59 E. Winoils St., Chicago 11, Iilineis 
Phone: WHitehall 4-2930 


GAY DEBUT—Lorraine Cugat wos cought in this happy mood on the night she made 

her TV debut in an hour-long show sponsored by American Vitomin Corp. With her 

are (I. to r.): Norton Edell, president of American Vitamin; Bernard Weinberg, head 

of Milton Weinberg Co., Los Angeles agency, and Marvin Briggs, account executive 
of American Broadcasting Co. 


Vitamin Claims for Apricots 
Made in Washington Drive 

Advertising of the Washington 
State Fruit Commission pushing 
the sale of apricots for home can- 
ning, freezing and preserving 
stresses Vitamin A content this 
season. 

Based on a study by the Na- 
tional Canners Assn., typical copy 
reads: “Golden apricots lead all 
other canned fruits as source of 
precious Vitamin A.” The com- 
mission is using 17 daily and 
28 weekly newspapers and radio in 
western Washington, traveling dis- 
plays on Seattle buses, and flash 
sheets in stores. Pacific National 
Advertising Agency, Seattle, han- 
dies the account. 


Atlanta Transit to O'Ryan 
Atlanta Transit Co. has signed 


a ten-year lease with Tom O’Ryan | 


Advertising Co., Memphis, for the 
Atlanta bus advertising franchise, 
effective Oct. 1. O’Ryan will open 
an Atlanta office in September to 
handle the account. Accounting 
and policy matters will be handled 
through the Memphis office for 
the present. 


43 
Hoe Wins Merger Suit 


The New York state court of 
appeals decided in favor of R 
Hoe & Co. in a suit brought by two 
stockholders to annul Hoe's con- 
solidation with its wholly owned 
subsidiary, Hoe Export-Import 
Corp. (AA, Dec. 4, 1950). The 
plaintiffs, who contended the con- 
solidation was in violation of 
charter, were denied further ap- 
peal rights against the printing 
press manufacturer. 


ROE RT WAR 


DVERTISERS F 


The continuous hazards of LIBEL, Invasion 
of Privacy, Plagiarism, Piracy and 

tion of Copyright — all are EFFECTIVELY 
INSURED by our UNIQUE cover which takes 
the sting out of these claims — and its 
cost is almost nominal! 


WRITE FOR DETAIL an 


overs REINSURANCE 
CORPORATION ~ 


Aturance Eachang Ranmsas Ce 


er ae - 


Your Motpeiet Dishwasher washes and 


— 


Coronet proudly welcomes another new advertiser! 


Advertisers want a magazine with editorial impact, large circulation, a quality audience and the 


lowest possible cost. Hotpoint discovered that CORONET has al! the answers 


and beginning 


with the July issue, Hotpoint started selling CORONET’s more than 2,650,000 better families. 
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SRD 1ST FOR PHILADELPHIA—These three judges—Frank Hicks (left), executive editor 
of Hospital Monagement John F. Ryan (center monoge’. press department centro! 
division, National Broadcasting Co., and C. Glen Wilson, information supervisor. Illi 
nots Bell Telephone Co. —picked the Associated Hospita! Service of Phitadeiphic as 
winner of the annual public relations oword contest sponsored by the Blue Cross 
ond Bive Shieid Commissions Philaceiphio ho: wor three times 


FOITORS € 6B Geyer president of Geyer, Newell 6 heip edit the August issue, are Mary Ferguson, Purdue University 
enpiams ogency operation to six “guest editors” of Marilyn Adoms, University of lowe, Patricio Kent, Son Jose State 
Prdemowelle o Joyce Oidhom extreme right) of the mogo College; Jone Kendall. Bates College Margaret Scandiling, Uni 
a merchandue department looks on The girl who will versity of Oregon, and Cathy Johnston University of Mississipp 


DUMONT WELCOME—Chris J. Witting, director of DuMont Television Network 
seated, lef), greets new sponsor S M. Dieterich, v p of Mennen Co. (seated 
right), which is backing “Twenty Questions” on DuMont Others ore ‘let to 
right) Gerry Mortin, TV director, Duone Jones Co. Leonord Colson. Mennen od 
monoger, Bruce Allen, Duone Jones Co. ond Trevor Adoms, DuMont 


CHEESE WAS SERVED Shown ot o Cheese Festival Rally—lead Rachel Reed, Borden Co, New York: Owen M. Richords, general 
og vp to on October industry promotion—in Chicago July 1! monager, Americon Doiry Assn. Chicogo, and J. Sidney Johnson 
were left to right) E W. Goumnitz, executive secretory, Notional trade relations director, Nationa! Biscuit Co. New York Prin 
Cheese Institute, Chicago, Sen. Jess Miller, Richland Center, Wis cipal eoting item served wos, noturally. cheese 
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210 SIGNATURES Thot’s the number of Belnaop & Thompson em order): Jack Culberg, premium sales manager, Ekco Products Co.; EXACT REPLICA—Alfred Angelo Inc., New York, went to o lot of trouble to moke 
a ployes who signed this plaque symbolizing the sales incentive Roy Belnap, president of Belnap & Thompson; Bill Heaton, mer the gown for this od to run in Modern Bride. Avo Gardner wore the original 
- company's meritaward program. Holding ploque ot onnual all chandising manager of B&T; Mr. Irwin, John Luse, v. p., Wilson gown in on M-G-M film not yet released. Mr Angelo copied it, even looming the 
employe banquet recently was Fred trwin (center), assistant gen Brothers; Harry Heisler, v. p. of B&T, and Ed Northup, assistant fabric. Then he sent it to Hollywood to have this photo mode. Leonord F. Fellman 
eral sules manager, Kraft Foods Co. With him ore (in usuol general sales ger of the Sunb Corp. Associ Philadelphia, is the agency for Angelo. 
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whats 
the rush? 


a 
4 
ARE YOU KIDDING? {if 


2 million families eat 3 meals a day 
in HOUSEHOLD homes... 


Breakfast, lunch, supper, snacks—they're ticularly when 76% own their own! 


all bome cooked. Household guides their buying with 
“Eating in’ is standard procedure in _cover-to-cover features on food . . . remodel- 


Household communities—the small cities ing... gardening... duilding. Home edi- 
and towns under 25,000. Home is the torial, for home families, in the home towns % 
center of a// activities. of America. 

Only natural, then, that Household fam- What a combination! No wonder House- 


ilies are quick to buy for their homes. Par- _ hold Hits Home! 
we 


.. HOUSEHOLD HITS HOME 


HOUSEHOLD naycin, 


Capper Publications, Inc. * Topeka, Kansas 
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the top Newsstend 


Magazine July-Dec. 1950 

* i cnidiadeediehinenetaieteadl Detiebtedaneeeaaianll 
15 m a g az t nes 1 Ladies’ Home Journal... eee, 
2 Ee aoe ee ‘ ... 1,809,574 
on the 3 Saturday Evening Post ... +.» 1,606,580 
4 True Confessions ow ia a We 
n ewssta n d 5 5 Better Homes & Gardens. . +» 1,467,693 
6 Woman's Home Companion 1,411,907 
f A e fe. Ee ... 1,407,611 
Q merica... ee ccs 1,264,078 
9 True , . oe .. 1,200,925 
10 True Story . eats tat Sin acca latall 1,193,103 
iB EE PEPE Te eer 
12 Good Housekeeping .... ee ee 
13 Modern Romances ............... 980,707 
eS eee Ls cs 924,582 
15 Modern Screen ...... SS ere . 924,268 


A.B.C. statements for 2nd six months of 1950 


Dell Modern Group is the only group with two magazines, 
Modern Romances and Modern Screen, in the top 15. 


Modern Romances brings the advertiser America’s Youngest 
Married Woman Audience—77% married, median age of 23. 


Modern Screen is the only screen magazine among the top 15— 
and presents a quality young wo.nan’s market with a median 


age of 22 and a family income 42% above the national. 


dell modern group 


modern screen modern romances screen stories 
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Feature Section 


Advertising Age 


The Magic X in Copywriting 


Gummed Labels Cut Costs 


THE NATIONAL NEWSPAPER OF MARKETING 


Jakubowski and the Senator 


Capitalism Is a Good Word 


Four-Year Study of High School Students’ TV Habits 


Indicates Definite Viewing Trends 


By Bruce M. Brapway 


An extensive series of questionnaires, 
follow-up discussions and _ interviews 
(plus a wide variety of other activities 
related to video) at South Shore High 
School have led Philip Lewis to some in- 
teresting conclusions about television: 

1. The much-discussed “novelty factor” 
in television set ownership does exist 
The number of hours spent viewing TV 
per week decreases with the length of 
time that the set has been in the home. 

2. There is a very definite correlation 
between the age of children and teen- 
agers (under 19) and the time they spend 
watching TV each week. The older the 
child, the less viewing he does. 

3. There is a less conspicuous, but 
noticeable, correlation between sex and 
the length of time spent in viewing TV. 


e 4. There is a definite shift in program 
preferences among young people between 
the ages of 9 and 18. 

5. Parental control of video viewing by 
children now is an accepted fact. 

6. Although television “experts” con- 
tend that it is impossible to watch tele- 
vision and do something else simultane- 
ously, the current crop of high school 
students has evolved techniques for 
watching TV and doing homework at 
the same time. In the main, this involves 
doing homework during commercials and 
station breaks. 

7. Teen agers have well-developed likes 
and dislikes for the commercials they see 
on TV. 


@ The existence of a “novelty factor” 
has been denied in the past primarily be- 
cause there are so many variables in- 
volved and it is difficult to determine 
from one-time studies whether TV view- 
ing actually diminishes in “veteran” set- 
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WHEN DO THEY WATCH Tv?—A pilot study 
conducted at South Shore High School 
to determine when students usually watch 
television programs suggests some inter- 
esting differences in viewing habits of 
boys, as opposed to the habits of girls. 
The solid line shows the time at which 
students usually begin watching TV and 
the dotted line shows when they usually 
stop (at different ages). Further studies 
are under way, 


For almost four years, South Shore High School in Chicago has been a 
television laboratory. Under the direction of Philip Lewis, instructor at 
the school, studies of all types have been made at regular intervals to 
determine the effect of television on family living habits. 

Mr. Lewis, who also is television editor of Education 


Se | 


Mr. Lewis. 


Philip Lewis 


Screen, a contributing editor of the AER Journal (issued 
by the Assn. for Education by Radio), and who has been 
an emcee and featured performer on several sponsored 
TV shows in the Chicago area, has made the results of 
his investigations available to Apvertisinc Ace. They 
eventually will form the basis of a doctorate dissertation 
at Columbia University. Use or reproduction of the data 
is expressly prohibited without written authorization from 


This is the first of two articles on the work at South 


Shore, discussing viewing trends, shifts in program prefer- 
ences by age, and methods used by teen agers to watch television and do 


homework simultaneously. 


owning families. 

Mr. Lewis offers two sets of statistics, 
compiled from questionnaires and inter- 
views, which support his contention that 
viewing among boys and girls from 9 
through 18 decreases in time: 

Average Viewing Number of Sets 


Date of Survey Hours Per Week Installed 
May, 1949 23 201 
January, 1950 25% 468 
May, 1950 19% 574 


‘ a 1,079 
In January, 1950, the viewing average 


may have increased because of the large 
number of new set owners or because 
the coaxial cable linked Chicago and New 
York, bringing a greater variety of pro- 
grams, or for both reasons. 


@ However, the steadily increasing num- 
ber of sets makes any data like the above 
subject to qualification. A comparison of 
installation dates of TV receivers and the 
number of hours spent in viewing affords 
a more reliable result: 


Present Viewing 
Months of Average—Nours 
Ownership Per Week 
1-12 17.24 
13-24 16.23 
25-36 15.85 
13. 


37-48 48 

Thus, four years after television sets 
entered South Shore homes, high school 
students’ viewing averaged 13% hours 
per week. The 13%-hour figure also 
turned up independently at the school in 
an experimental series of “television 
evaluation” classes in the English-TV 
course. 

In these classes, where instructors 
stressed critical observation and evalua- 
tion of video programs, the average num- 
ber of hours spent in watching television 
each week quickly declined to about 13%. 
This was at a time, incidentally, when the 
general school box score was 19% hours 
weekly. 


@ The data listed in the above tables are 
weighted to eliminate, insofar as possible, 
the correlation between age and number 
of hours spent watching TV each week. 
The fact that older teen agers spend 
less time per week watching video than 
younger children is one of the more sig- 


nificant items turned up in the South 
Shore studies. 

As shown in the accompanying charts, 
there is a definite—and steady—tendency 
among girls to watch television less as 
they get older. This trend also is apparent, 
though not quite as marked, in the case 
of boys. However (as will be evident 
from the discussion of program prefer- 
ences), viewing increases in the 11th year, 
probably because of the boy’s growing 
interest in spectator sports. 

Sooner or later, Mr. Lewis concludes, 
televiewing “has to vie with the outside 
interests of the adolescent and finally 
meets severe competition in the later 
teens. Television apparently must have 
top-notch programs (and probably sever- 
al in one evening) to keep older teen agers 
home at night.” 

Viewing data shown here is based on 
results of the latest (January, 1951) study 
of South Shore students. A total of 1,100 
of the 1,700 enrolled had TV sets at that 
time, more than half of which were in- 
stalled during 1950. 

In addition, however, an inconclusive 
pilot study just completed has turned up 
further information indicating a distinct 
difference among boys and girls. While 
the sample was not adequate to make 


the findings significant (further investi- 
gation is under way), the chart suggests 
that nine-year-old boys begin viewing an 
hour later than their feminine contempo- 
raries and stop an hour sooner. 

Boys of 11, the data shows, begin view- 
ing at 5 p.m. while 11-year-old girls 
begin at 7 p.m. on an average evening. 
Boys of 13 watch from 5 to 9 p.m.,on 
the average, while girls of 13 watch from 
7 to 10 p.m. 

One of the more interesting discoveties 
is the marked shift in program prefér- 
ences among boys and girls betweem 9 
and 18. The question asked was: “What 
types of programs do you prefer (number 
in the order of your preference)? —Vapi- 
ety, —Drama, —Sports, —News, —-Mudgic, 
—Education.” 

As Mr. Lewis admits, the arbitrary 
grouping of programs into six categories 
has its shortcomings, primarily becaupe 
of the different interpretations placed @n 
these headings by the various age groups. 


e However, the table does provide a bagis 
for comparison of viewing preferenées 
among boys and girls. The girls appéar 
to be more consistent in their preferenags, 
while the boys shift their likes markedly. 
Sports, for example, drop, hit the top at 
ages 12 and 13, drop to second place until 
17 and then slide to fourth position. “A 
study of the chart will demonstrate other 
interesting trends. 

Until some time between the May, 1950, 
and January, 1951, surveys, reports clear- 
ly indicated a substantial lack of parental 
control over viewing. The January, /951, 

‘report shows that the situation has com- 
pletely changed. 

The basis for these statements is the 
following table showing when high school 
students now do their homework: 


The Arrangement % TV Viewers 
Using Arrangement 

Before viewing TV 69% 

After viewing TV s% 
Between shows . ™ 

No fixed pattern s% 
Schoo! study periods 3.5% 
Miscellaneous (“don't do it’) 2.5% 
While watching TV 2% 


$s oun e@ 8 Ww 8h 6&6 hh 


Hours Per Week of Viewing TV 
SSSSGS SESE SEITE 


Bsezrasseserssss 


Nours Der Week of Viewing TV 


VIEWING PATTERNS—Between the ages of nine and 18, boys and girls reduce the num- 
ber of hours spent watching television from 23-24 a week to about 13-14 hours a week. 
Studies made at Chicago’s South Shore High School support the idea that TV program- 
ming must be outstanding to compete with the many activities open to older teen- 
agers. Data in this chart suggest some interesting differences in the patterns of TV 
viewing by girls of varying ages on the one hand and boys of varying ages on the other. 
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The fact that almost 70% now do 
homework before watching TV suggests 
the “new era” of parental control. Pre- 
viously, the figure was much lower 

Most however, are the 
groups who do homework while watch- 
ing TV (2%) who work between 
hows (7%). Many of the latter explain 
that they concentrate on homework dur- 


interesting, 


and 


ing commercial periods. The fact that 
10% of the students now can divide at- 
tention between video and homework 


regularly, may be of great importance 


to advertisers 


WITH TV 


WITHOUT TV 


FAMILY COMPOSITION—The families of South 
Shore High School students with televi- 
have under 12 
than do the non-set owning families, ac- 
cording to data compiled by Philip Lewis, 
instructor at the school, who has made a 
four-year study of the effect of TV on 
family life 


sion sets more children 


A few typical quotations suggest that 
advertisers will have to give commercials 
Bretut consideration if they wish to have 

em retain 
seal 
,“ watch the television for about a 
@inute and do my homework for a min- 
Gte. Sometimes I lose the trend of the 
Movie if that’s what I’m looking at, so 
ge back to TV long enough to get an 
Mea of what is going on. I have been 

ying this for about a year and a half. 

ograms like Milton Berle and Al Mor- 
@n are best because I can hear them 
Without looking at them” Girl. 


impact on television. 


For 


_ Program Preferences 
by Age and Sex 


* Boys 

Age 
Pref. 9 10 11 12 13 14 15 16 17 18 
t DVDSSVVVVV 
Seseeaevyrvye 8S 8 DD 
fd VS SDDDDDOD™M™M 
h ENEENNNMM™M S 
th MMMNMMMNNN 
Gh N ENMEEEEE E 

Girls 

Age 
Pref. 9 10 11 12 13 14 15 16 17 18 
itt DDDVVVVWVVVY 
2nd VV VDDDODODODD 
3rd M S MM M MMM ™M™M 
th SMSSSSSSSS8S 
Sth EEE ENNENNN 
Gh NNNNEENEEE 


Key: V is variety. D is drama. S is sports. 
M is musical. N is news. E is educational. 


@ “Most programs on television are not 
worth giving very close attention. But 
should anything sound worth seeing. I 


shift my eyes from my 
As to the length 


homework to the 


screen f time I've prac- 


G. D. Crain Jr. Says... 


ticed this, it has just been these last two 


semesters. At first, television was too in- 
triguing”—Boy. 
“While the television is on, I do any 


rewriting or figuring that I might have 
to do. I get a lot of the work done during 
the commercials”—Girl. 

“Usually I watch a film or variety pro- 
gram. When I have written homework, 
I keep it right beside me and I write 
along with the program unless it is a 
climax or some important part. In that 
case, I stop for a few minutes. As for 
the homework that requires studying, I 
find the many commercials’ helpful, for 
the minute they appear, I study”—Girl. 


@ “Musical, quiz and variety shows are 
best, as almost all of these can be fully 
enjoyed without concentrated attention 
on the TV screen. ..somehow I just can’t 
work in peace and quiet. . .Music provides 
a rhythm for me to type by”—Girl. 

“The television programs of today can 
pay for themselves without having 
lengthy commercials. If you do your 
homework during change of programs 
and commercials, you can kill two birds 
with one stone. If you watch television 
for three hours, you can do about 45 min- 
utes of homework”—Boy. 

“All you need [to do homework while 
watching television] is not to be addicted 
to TV...Also, you can do your homework 
during commercials, unless you are ad- 
dicted to those too. This system, with the 
little interruptions, might seem annoying, 
but I find it relaxing for my mind to 
alternate [between TV and homework].” 
Since TV, I have begun to think more 
clearly”—Girl. 

As is indicated by the remarks above 
(and they are typical of the group whose 
members work and watch simultaneous- 
lv), today’s teen ager is quite sophisti- 
cated about such things as television. 


not 


@ And the typical teen ager has very 
definite likes and dislikes regarding com- 
mercials. Two questions were put to 
South Shore High students to determine 
attitudes toward commercials. 

They were first asked: “What is your 
favorite type of commercial (cartoon, 
puppet, drama, demonstration, other)?” 
And then, “What type of commercial do 
you dislike most?” 


The result: 
Type Favorite Type Commerical Type 
Commercial Disliked Most 
Cartoon 47 
Demonstration 133 393 
Drama 118 139 
Puppet % 103 
Musical 26 _ 
Sales talk 19 239 
Film clip 4 — 
Variety 4 _ 
Long commercial — 326 
Repeated commercials _ 7 
1,254 


Since the two questions were phrased 
as indicated, the accent on cartoon ap- 


proval may be discounted somewhat 
More interesting, however, is the large 
number who dislike the demonstration 


commercial, the unusually large number 
who “wrote in” a phrase equivalent to 
“sales talk,” and the fact that more than 
25% indicated their displeasure with 
“long commercials.” 

(The second article in this series, to 
be published in the next issue, will dis- 
the factors which influence the 
amount of time families spend watching 
television.) 


cuss 


‘Capitalism’ Is a Good Word 


One of the indications of frustration in 
attempts to convince the world of the 
benefits of the American economic sys- 
tem is the disposition to resort to seman- 
tics as a method of solving the problem. 
This Week Magazine, for instance, has 
discussed the possibility of finding another 


word for “capitalism,” and has received 
many suggestions from readers. 

Most of the words and phrases which 
have been offered as a substitute for 
“capitalism” are merely phases of this 
concept, such as “free enterprise,” “in- 
dividualism,” etc. For that reason it was 


wy 3 


Advertising Age, July 23, 1951 


whataya think happened? 


hear it? 


WAGGING ACHES AND PAINS 
WERE RELIEVED BY HADACOL 


When Nagging Aches and Pains Are Due’ To Defi- 
ciencies of Vitamins B1, B2, Niacin and Iron, 
HADACOL Gives Welcome Relief 


Stage truck is no holiday. It's . 
hard end s man has to be 
om his toes all the time fe 
to keep going. 

Jakubowski, 1622 N. Tith Court, 

ywood Park, If. v 
ing & truck since 1919 and has al 
ways enjoyed his r. ’ 
Jakubowsk) must ft 


HADACOL was helping people saf- * 
fering from de Vite-| 
mins B1, B2, Iron and Niacin. HAD. 
ACOL seemed to Jue he 
needed Here s what Mr Jabubow- 
oki says 
MR. JAK BOWSK! SATS 
“For awhile | was bothered 
aches and pains and felt run- 
down day one of the other 


ore 


Edward Jakubowski 
with) HADACOL IS 80 EFFECTIVE 


Because HADACOL helps build 
up the hemogiobin content of 


n inerals to every organ 
. ee wat every part of your body 

You may heave tried other Vita- 
uons er other Vitamin 


it ve it te 
my friends, Titre 
HADACOL ws 8 good ject.” 


t ible to act money 

the REAL CAUSE ef those nag-| money bece 
eches and pains when due to 

the lack of Vitamins Bi, BZ, Niecin| so be fair to yourself. 
and Iron in | through life 
AND LISTEN TO THIS! Con- aches and 
tnoed use of this great HADACOL caused ° 
not only @ves contineous com, Niacin and Irom, when relief may 
relief but helps keep suck painful be as close at hand as your searest 

drug store. 


REUSE SUBSTITUTES 
product you have 
. been waiting for. That's the kind| There's only ene HADACOL 


iron and Niacin. 


ED: Things I oughta have? 


ED: Gimmeabottle. 


FELLOW DRIVER: Hepyasef. 


Nothin’ like old beeswax ‘n 


The Creative Wan Corner 


Folks, meet Ed Jakubowski. Great guy, Ed. Truck driver. Been drivin’ a 
truck since 1919. Ed had annoyin’ aches and pains and he felt run-down. And 


One of Ed’s fellow drivers told him how Hadacol 
sufferin’ from deficiencies of Vitamins B,, B., iron and Niacin. Cancha just 


ED: What tha hell are those things anyway? 
FELLOW DRIVER: Just things. Whataya think they are’ 


FELLOW DRIVER: Things you oughta have 


FELLOW DRIVER: Here. Drink deep. 
ED: Hey! Em B things really got it. Mine if I take another swig? 


ED: Hey! Real stuff. Feel like I could go home and beat up a old woman. 
iron ‘n 
FELLOW DRIVER: Niacin. Whatahell you think I say? 

ED: Yeah. Good old Niacin. Boy! Zowie! Ya real fren, pal. Ya real frenamine. 


was helpin’ people 


FELLOW DRIVER: Ed, old pal, 
whatsamatta? Ya ain't gotcha ol’ pep. 
Ya pants is draggin! 

ED: Yeah. Been feelin’ 
recent. 

FELLOW DRIVER: Looks ta me like 
you are sufferin’ from deficiencies of 
Vitamins B,, B., iron and Niacin. 

ED: You been studyin’ Latin or 
drinkin’? 

FELLOW DRIVER: Neither. Just 
had me a coupla sluggsa HADACOL. 

ED: Yeah? What proof is it? 

FELLOW DRIVER: Zowie! Bout a 


right low 


hunnert, I guess. Zowie! 
ED: Zit a blend or a straight? ‘ 
FELLOW DRIVER: Whatta you 
care? Zowie! 
ED: What zis efficiency _ stuff, 


though? 

FELLOW DRIVER: Deee-ficiency. 
Deee-ficiency. You got a deee-ficiency 
a Vitamins B,, B., iron and Niacin. 

ED: At bad? 

FELLOW DRIVER: Bad? Boyoboy, 
you shoulda seen me before I started 
takin’ slugsa HADACOL 

ED: Real bad, eh? 

FELLOW DRIVER: Bad? I was 
feelin’ so bad I was thinkin’ a switchin’ 
to a light delivery truck. 

ED: Whatcha drivin’ now? 

FELLOW DRIVER: Bulldozer. I got 
over my deficiency a Vitamins B,, B 


whatzat other stuff? 


borrower rrr rrr 


interesting to hear William F. Hufstader, 
vice-president in charge of distribution 
of General Motors, tell the National In- 
dustrial Advertisers Assn. at its great 
convention in New York recently that 
he is “intensely proud” of working in a 
capitalistic country. 


e Mr. Hufstader doesn’t believe in find- 
ing another word to describe a system 
which has created the highest standard 
of living the world has ever known; has 
spread the fruits of our industrial econ- 
omy more broadly among all the people 
than any other system has ever been 
able to do; has maintained individual 
opportunity for progress in an atmos- 
phere of liberty and tolerance; and has 
broken down the barriers to still further 
advancement of the country and all its 
people 

“Sell the idea of capitalism,” said Mr. 
Hufstader, “don't try to find a substitute 
word to describe it.” 

Those who believe that capitalism, as 
a term used to describe the American 
system, is inadequate, think that it has 
bad connotations because of abuses to 
which it is subjected in some other coun- 
tries, and which have been related to it 
in past generations here. If these criti- 
cisms are valid, perhaps “American cap- 
italism” could be used to identify the 
characteristics of the system which has 
been so successful in this hemisphere. 


What are some of the distinguishing 
marks of our capitalistic system of com- 
petitive enterprise? 


@ Basically, it means opportunity for 
each individual to work and save and 
get ahead. As soon as any worker saves 
a part of his income, he becomes a capi- 
talist, free to use his accumulated savings 
in any way that he likes: to invest in 
the shares of his own or other capital- 
istic enterprises, which if profitable will 
return added income on his investment; 
to buy U. S. government bonds; to buy 
life insurance; for the protection of his 
family now, and of himself later; to own 
a home; to start a business; to build sav- 
ings bank accounts for the future educa- 
tion of his children; or in any other way 
that he chooses. 

The capitalistic system implies a profit 
motive for business, since a return on in- 
vested capital isa fundamental objective 
of those who use the savings of themselves 
and others. It also implies loss as well 
as profit, a risk-taking venture in which 
enterprise in a competitive economy is 
matched against the field. Profits earned 
and plowed back into facilities for the 
service of customers have enabled Ameri- 
can capitalism to give consumers more 
and better products at constantly lower 
real prices. It will continue to do so if 
inflation is controlled and eliminated as 
a primary factor in the determination of 
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the price structure. 

Because profitable capitalistic enter- 
prise earns profits and thus can invest 
in better machinery and equipment for 
production, it is able to pay more to 
workers; or, as Mr. Hufstader put it, to 
provide the “improvement factor” which 
in the case of General Motors assumes 
that technological progress will con- 
stantly raise the level of the earnings of 
its employes. 

Thus capitalism offers incentive to 
those who save and use their savings to 
create the tools of production; it enables 
business enterprise to improve its facil- 
ities and offer better and cheaper prod- 
ucts to consumers; and it provides a con- 


The Eye and Ear Department... 


stantly higher level of compensation to 
workers through improvement in the 
facilities which they use for production. 

These are characteristics of the Amer- 
ican capitalistic system of competitive 
enterprise. They are probably not fully 
understood and appreciated by all of its 
beneficiaries; and it must also be realized 
that in selling the world on its values, 
abstract argument means little. The 
hungry Chinese may embrace Commu- 
nism only because it offers to feed his 
starving children. We are demonstrating 
to the rest of the world that our system 
works. Perhaps that is the most effec- 
tive propaganda we can ever hope to 
employ. 


Classic Comes to Life 


At 8:30 on Thursday night, June 28, 
1951, over CBS-TV, “Amos '‘'n’ Andy,” 
with a full Negro cast, made its world 
premiere on TV. The event was heralded 
by large space newspaper ads—which, it 
can be assumed, helped build a sizable 
first night audience. 

Despite the jerkiness of a film presen- 
tation and the lack of a sharp visual 
image, that first night audience got its 
TV's worth in genuine comic entertain- 
ment. The “Amos ’n’ Andy” situations 
have almost a child-like innocence. They 
are universal insofar as they express the 
initial impulses of beings 
in coping with the myriad complex situ- 
ations with which life confronts them 

Despite a veneer of sophistication or 
cynicism or disillusionment—with which 
so many of us eventually become var- 
nished—those original, untutored reac- 
tions still rise to the surface, only to be- 
come stifled or bent in other directions. 
Because they do come to the surface, how- 
ever, is one reason—in this reviewer's 
opinion—why comedy of the “Amos ‘n’ 
Andy” variety is not necessarily Negroid 
in character, but common to all of west- 
ern society, and why “Amos ‘'n’ Andy” 
and the microcosm in which the title 
characters live have become close to clas- 
sic. 

The TV presentation of the show is a 
remarkable bringing to life of all the 
many characters one has had to imagine 
for so many years over radio—with the 
incredible exception of Amos and Andy. 
At least in the first show, in which Amos 
had little to do, the Kingfish, Sapphire, 
her mother and Henry Van Porter were 
much more real than the title roles. 
Andy, particularly, lacked the shambling 
gait, the carelessness of dress, the ex- 
travagance of gesture that one expected 
—and had envisaged for years. As por- 
trayed, his clothing, his derby hat, were 
too fresh from the costume house. This 
was not lovable, bumbling Andy—this 


most human 


Employe Communications... 


IN PERSON—Here are the leading lights of 
the CBS-TV “Amos ’n’ Andy” show: Tim 


Moore (top), who plays the Kingfish; 
Spencer Williams (left), Andy; and Alvin 
Childress, Amos. 


was an actor dressed for the part. The 
opening show was billed as “Amos ‘n’ 
Andy,” but the Kingfish ran away with 
it. Perhaps later shows will be different. 

Blatz sponsors the “Amos 'n’ Andy” 
show—and follows most brewers, today, 
in attempting to copy Ballantine with a 
singing commercial. However, this seems 
to be a day when advertisers shun orig- 
inai thinking or a departure from what 
they consider the “trend.” Not only in 
radio and TV, but in newspaper and mag- 
azine advertising and in billboards, a 
successful presentation begets copies of 
itself. On the theory, no doubt, that noth- 
ing succeeds like success. Nothing, how- 
ever, fails like success—because once it 
has been achieved, there is only one way 
to go: down. And most imitators find 
themse'ves on this path. 


Communications ina Home of Its Own 


Py Ropert NEwcoms and Marc SAMMONS 


The person in the field of employer- 
employe communications has an obliga- 
tion of a dual character. First, he should 
be able to translate the policies and pro- 
grams of management intelligibly and ac- 
ceptably to employes: second, he should 
be close enough to employes so that he 
may translate their attitudes to manage- 
ment. He cannot fulfill this dual obligation 
by sitting in a plush office in a skyscraper, 
and he cannot fulfill it in a coal hole out 
in the plant, echelons away from the 
upper brass. He must divide his time, 


and be balanced in his loyalties. 

A few weeks ago, in Weirton, W. Va., 
the president of the Weirton Steel Co 
made an announcement of high interest 
to anyone in the field of industrial rela- 
tions. Thomas E. Millsop, speaking in be- 
half of the company management, recog- 
nized the growing importance and 
complexity of personnel relations and 
declared that the industrial relations de- 
partment would thereafter consist of five 
divisions. The head of each division would 
report directly to a new vice-president 
in charge of industrial relations, who 
would, in turn, report directly to the 


president. “It has been and will continue 
to be the policy of this company,” Mr. 
Millsop remarked, “to maintain relations 
between employes and management at 
the highest possible levels.” One of the 
divisions created by the Millsop an- 
nouncement was “publications and pub- 
licity”—a local label for communications 


@ As the strongest arm of Weirton com- 
munications, the employe paper—called 
the “Bulletin”—was moved into a home 
of its own. Hereafter, in a plain frame 
building, the editors of the employe paper 
will produce the monthly journal. It’s 
not a fancy place, and it wasn’t intended 
to be. It’s a place into which the steel mill 
employe may walk without wiping off 
his shoes, and he is welcome to do that 
very thing whenever he feels like it 

The head of the newly-created publica- 
tions and publicity post is John A. Jones, 
who was moved up from the editorship 
of the “Bulletin.” He will continue to 
supervise the monthly paper, but for 
some time he has kept himself busy 
widening the area of his influence for 
management. A former newspaper man, 
he joined Weirton to work on the staff of 
the employe paper. He soon became its 
editor and, in addition, developed the 
company’s publicity, radio and public re- 
lations advertising programs which he 
continues to direct 

Centering an employe communications 
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operation, such as Weirton’s “Bulletin,” 
in an off-the-campus location, isn't a 


house for a house 


OFF-CAMPUS'—A 
magazine is this air conditioned home of 
the Bulletin, Weirton Steel Co.'s employe 
paper 


new 


is an extremely 
When the employe paper is 
in the headquarters building, some em- 
ployes hesitate to brave the reception 
room in their working gear. If it’s an 
informal sort of place, away from the ad- 
ministrative machinery, learn 
to drop in and chew the fat with the 
editor, if the editor is the right sort of 
guy. Editors often learn a lot that way, 
and make friends in the process 


brand new idea, but it 
sound one 


employes 


The Magic X in Copywriting Is Not Taught 


in College Classrooms | 


By James D. Woo.r 


There come to my desk many sorrowful 
and despairing letters from non-college 
young men and women, students of copy, 
complaining of their inability to get a 
thoughtful and considerate hearing in 
advertising agencies. 
Frequently, by dint of 
much perseverance, 
they do get a chance 
to say a few words, but 
the moment they make 
the horrifying confes- 
sion that they are not 
college-trained the in- 
terview abruptly ends. 

Is this charge true? 
It is, emphatically. Not 
in all agencies, to be sure, but in a great 
many of them. Is this policy a wise one? 
It is not, also emphatically, and I shall be 
delighted to take on all comers who feel 
inclined to argue about it. 

I shall confine my remarks largely to 
my own experience as an agency man. I 
shall cite, out of scores, three case his- 
tories with which I have been intimately 
associated. If these experiences refer to 
J. Walter Thompson Co., my alma mater, 
it is only because I know them at first 
hand 


Jim Woolf 


The Magic Quality 

Let me say first that I believe all 
really able copywriters possess a certain 
quality which I shall call X. How they 
happen to be blessed with X I do not 
know. I am sure they did not acquire it 
in college classrooms. And I am equally 
sure they did not acquire it by virtue of 
the fact that they never saw the inside 
of a college classroom. They did not pick 
it up in Westchester or Winnetka draw- 
ing rooms, and neither did they acquire 
it in an Iowa farmhouse or a New Eng- 
land cottage. It was not bestowed upon 
them by “culture tours” of Europe after 


graduation, and neither did it insinuage 
itself into their blood when they sold 
Fuller brushes house-to-house or gré@ 
ceries over a counter. X is not thelr 
priceless possession because they are tall 
or short, fat or thin, handsome as Gable 
or ugly as sin : 

X is the quality every copy chief should 
look for, above everything else, when ie 
sets about adding a cub to his staff. I affM 
convinced, in view of my experience’, 
that many agencies are missing the boat 
when confine their interviews en- 
tirely or largely to college graduates. Who 
knows when they may be slamming the 
door on an embryonic Jim Young, whose 
formal learning stbpped short of high 
school? Let me cite a few cases in support 
of my conviction 


they 


® Quite a few years ago, when I was a 
young copy chief, I found myself in need 
of two copy beginners. An ad in a trade 
magazine brought me many letters of ap- 
plication from both college and non-col- 
lege men. One letter in particular stood 
out because it was skilfully and appeal- 
ingly written. This young man, 22, lived 
in a small Pennsylvania town, he was a 
high school graduate, he was a clerk in 
a bank, and he was the proud possessor 
of a diploma, School of Advertising, In- 
ternational Correspondence Schools 

I picked out the best of the applicants, 
sent them a trial assignment, and 
asked them to do an ad or two in demon- 
stration of their ability. My young bank 
clerk won hands down, and he was hired 
This man's name is J. Mark Hale, today 
one of JWT’s most able group heads, re- 


copy 


sponsible for many outstanding cam- 
paigns over the years, and still going 
strong 


The other beginner, taken on at about 
the same time Mark came with us, was an 
older man—around 35, I think—-who was 
of rhetoric and such things 
at a certain midwestern university. The 
professor, author of at least one textbook 


a teacher 
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on writing English, tried mightily to no 
avail. Mark wrote rings around him from 
the beginning. The professor, in despair, 
went back to teaching. 

What is the answer to that one? I think 
I kiiow. Mark had an abundant supply of 
X, the professor had none. 

Lest that look bad for the colleges, Ict 
me .elate another experience. 

Once upon a time we tossed into the 
JWT’s Chicago “bull pen,” the since- 
abandoned pit where beginners gave their 
all in blood, sweat and tears, a young 
graduate from the University of Wiscon- 
sin. A brilliant student, he stood high in 
his class, and was warmly recommended 
by the school. Like Mark, he began ring- 
ing the bell at once. Also like Mark, he 
has continued to ring that bell through the 
years. His name is Walter O'Meara, and 
today he is, with Jim Young, a senior con- 
sultant for JWT. He is also a successful 
novelist, and his current book, “The 
Grand Portage,” is on the best-seller list 


It's a Gilt 


What is the answer to that one? His 
college degree? Knowing Walter, I don’t 
believe it for a minute. He is richly en- 
dowed with X, and I believe that if his 
schooling, like Jim Young’s, had stopped 
in grade school, he would still have gone 
on to the heights he has attained today. 

Not all agencies close their doors to 
non-college men. I know of at least one 
agency (not in New York or Chicago) 
that is the largest and most successful in 
jits area. This agency, constantly on the 
alert for young men and women with X, 
thas the welcome mat out for all comers 
Justly or unjustly, depending on how you 
Qook at it, they regard with considerable 


disfavor what they call the “smart-alecky 
Madison Avenue boys.” 

They argue that too many eastern copy 
men, well favored lads from the Ivy 
League, have no feeling for people out- 
side their own class. When they think they 
have spotted an applicant, college-edu- 
cated or not, who they believe is pos- 
sessed of X, they hire him if they have 
an opening, but they consider themselves 
especially foriunate if he happens to have 
been born and reared in some such place 
as Waterloo, Ia., or Indiana, Pa. 


e A great many top agency writers, as 
everybody knows, began their careers 
with very little formal schooling. But 
today certain agency heads, some of them 
non-college men, argue that the Horatio 
Alger era in copy is fast disappearing. 
They seem to believe that advertising has 
become an exceedingly scholarly business 
that poses problems with which only the 
scientific mind can cope. 

One well known agency man proposes 
that copy-testing research should turn to 
pur’ science (that is, to the professors) 
for basic procedure. Maybe it’s a good idea. 
But I am reluctant to give up the notion 
that dreaming up great copy ideas is still 
pretty much of a by-guess-and-by-gosh 
operation, and it is the lad with a heart 
and head brimming full of X who is 
achieving the miracles. 

What is this X I am talking about? I’m 
damned if I know. But I do know it is 
something one doesn’t acquire in a college 
classroom. And I am convinced that every 
applicant, whatever his formal education, 
or lack of it, is entitled to a fair and 
thoughtful hearing. 


Mail Order and Direct Maii Clinic... 
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With today’s high costs, mail order 


Merchandisers can use gummed stickers 
to cut costs. 

These stickers, available in sheet form 

@t most stationers, are inexpensive and 
highly practical in mail order follow-ups, 
labeling and record keeping. 
* You can buy a package of stickers, 33 
to a sheet, 825 stickers in all, for as little 
as 50¢—and when used intelligently they 
can increase efficiency. 

Because these stickers lend themselves 
to legible carbon copies, secretaries can 
easily type an original and four copies 
for é€ach order received. 


@ And here's how these stickers can be 
used: 

1. The original is pasted on a 3x5” 
white-lined file card. On this card can 
be put pertinent information about the 
product ordered by the customer; when 
it was shipped, and so on. 

2. Second label, first carbon, is affixed 
to the package going to the customer. 

3. Third sticker, second carbon copy, 
is pasted on an acknowledgement card, a 


Gummed Labels Can Cut Costs, Boost Sales 


government penny post card for example, 
and sent immediately to the customer tell- 
ing him his order is being processed im- 
mediately. 

4. Fourth sticker, third carbon copy, 
is pasted on a catalog which can be mailed 
to the customer about ten days after the 
order is shipped. 

5. Fifth and last carbon can be kept 
in sheet form for use on a later, follow- 
up mailing, such as an announcement of 
a new line or product. These sheets are 
easily stored in a file folder or large 
envelope. 


e Thus, typing of orders in this fashion 
cuts costs, for one secretary (and she 
must be accurate!) can type up to 1,000 
names a day on stickers. 

Her day’s production, therefore, ac- 
complishes these important jobs: 

1. Labels for file cards. 

2. Addressed labels for acknowledg- 
ment cards. 

3. Package labels. 

4. Labels for follow-up catalogs. 

5. And an extra set of labels for future 
promotional use. 


Perpetual Motion Achieved 


By Freperick C. OTHMAN 


Frederick C. Othman, newspaper col- 
umnist, took a somewhat jaundiced look 
at gasoline and automotive gadget ad- 
vertising in a recent column, which ts 
reproduced here by permission of United 
Feature Syndicate. 

There is a brand of engine oil that 
will increase your gasoline mileage by 
8%. An overdrive will boost it 20%. An 
air injector on the carburetor will give 
up to 40% more miles. A special brand 


farther. 

Some trick goo that you pour into the 
gas will make it last 12% longer. A set 
of tires with patented treads will give 
you 9% more miles per gallon. A special 
head on the engine will turn up 15% 
better mileage. 

I know all this is true because I have 
been studying the ads in the magazines. 
So what I am planning to do is equip 
my old sedan with these widgets, pour 
in one final tank of gasoline—and wean 


of gasoline will go 6% 


it. From now on I'll ride free. Can’t miss. 
Just add up those percentages. They total 
100, or perpetual motion. Fact is, there’s 
a variety of spark plugs on sale that make 
each gallon of gas last 10% longer. 

These I shall not buy, because after I’d 
driven a while my gas tank would start 
to overflow and I'd be a fire hazard. 


w This research into methods of economi- 
cal motoring I undertook after reading 
an advertisement about the horrendous 
things in the innards of my car happen- 
ing constantly. There’s an engine there, 
all right, but it spends most of its time 
distilling acid to eat holes in itself. I’ve 
got to get a special oil to combat this 
acidity because, as the ad pointed out: 
“It’s not friction, but acid action that 
causes 90% of engine wear!” 

I was convinced until I'd leafed through 
19 pages of the same magazine, where 
another oil company published anuther 
eye-opener. This advertisement said: 
“Don’t ever forget it’s friction that wears 
out motors.” 

What I'd like is an oil that simply is 
greasy, but I suppose that’s asking a good 


Tips for the Production Man... 
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deal. Anyhow, I may not even have a 
sedan in my garage; it may already have 
atomized itself. This is because of the 
amazing new engines the advertising 
writers have invented 


@ One brand of car now runs on thunder- 
bolts, one on fireballs, another on rockets, 
a fourth on gold comets. Still another is 
jet-powered, while a British import gets 
its go from a mysterious something known 
as XK-120, which gives it a cruising 
speed of more than 100 miles an hour. 

I don’t want to cruise’ at 100 miles 
an hour. Nor am I capable of contending 
with stars, planets, balls of fire or angry 
insects under the hood 

In my youth there was a gear box that 
transmitted the power from the engines 
to the wheels. This is no more. The power 
now proceeds through sensational new 
and impoved ultramatics, mercomatics, 
hydramatics, electromatics, touchomat- 
ics and power glides 

Somebody once said there’d always be 
an advertising man. I’m not so sure of 
this. In self-defense I may have to run 
him down 


Paste-up: a Good Method of Making Layouts 


By Kennetu B. BuTLer 

“If I only had a touch of the artist in 
me and could make good pencil layouts 
that would turn out as I visualize them,” 
is a common wail of many ad production 
men in offices where the services of a 
skilled layout man either are not avail- 
able or outside the periphery of the 
budget. 

If you're not gifted with the pencil, 
why not try a new approach to making 


collection of clippings in color as well 
as in black. Procure some colored con- 
struction paper or colored cover stock, to 
simulate color printing. 


e With layout sheets the size of your 
page or ad, clip and put in place your 
headline, text, illustrations, etc. Experi- 
ment, move them around, change il- 
lustration and type sizes, try various ap- 
proaches to the presentation of your mate- 
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PASTE-UP—Double-spread layout made by student using the paste-up method. Clipped 
material, fitting the problem, is laid on layout sheet, moved about, experimented with 
before pasting down as a working visualization of completed layout. 


visual layouts? Try the paste-up method. 
It may be a medium which will change 
your entire outlook and make you pro- 
ficient in a new form of layout ability. 


e This is a method I have used success- 
fully for quite a few years in teaching 
layout and design to students in my 
magazine design courses at Northwestern 
University. I have found that the method 
stimulates the creative instinct and pro- 
vides a layout that can be visualized per- 
fectly because it looks like the finished 
product. 

Provide yourself with a kit comprised 
of clippings of various sizes and widths 
of text type, headline types, initial let- 
ters, clipped illustrations both line and 
halftone, cut captions, blurbs and sub- 
heads, reverse plates, etc. Assemble a 


rial. Move the clipped units about in the 
dry stage, before pasting down. In this 
manner you can achieve a wealth of trial- 
and-error experimentation. A slight shift 
here and there may improve the effec- 
tiveness, permit you to include more, or 
less material, as desired. When it suits 
you, paste it down with rubber cement. 

All material is hypothetical, of course 
It is not supposed to make reading sense. 
But units in headline and size of pic- 
tures should be appropriate to your ac- 
tual problem. 

When you are finished you have a per- 
fect visualization, the equivalent of mak- 
ing dozens of pencil layouts. As a work- 
ing layout from which to order plates 
and typesetting, the method is equal in 
every way to layouts made in the con- 
ventional manner 
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HOLEPROOF TEA BAG—Retailers are receiving these cards describing two new 


summer stocking shades being introduced by Holeproof Hosiery Co., 


One, “Iced Tea,” 


is shown tucked into a tea bag affixed to an illustration of a | 


Milwaukee. 
| 


frosted glass (right). The other—‘‘Iced Coffee’’—is illustrated with a swatch draped 


so it appears to be pouring from a tilted coffee pot (left). 


The July issue of 


Glamour carries a two-color ad introducing the shades to the public. 


Abnormal Heartbeats and Japanese Beetles | «a»:. 


Are Featured Artists on RCA Custom Records 


New York, July 17—James Lees 
Carpet Co. of Bridgeport, Pa., 
wanted to make sure of good deal- 
er attendance at its exhibit at the 
Chicago household furnishings ex- 
position so the company made a 
special record reminder and mailed 
it to dealers. 

A group of leading doctors or- 
dered a series of 45rpm records 
featuring the sound of normal 
and abnormal heartbeats. These 
records were to be used as an 
experiment to see if they aided 
general practitioners in outlying 
areas away from medical centers 
in recognizing various heart ail- 
ments. 

These are two examples of the 
diversified orders filled by Radio 
Corp. of America Custom Record 
Sales. Executives of this adjunct 
of RCA, which is headed by James 
P. Davis, are old hands at getting, 
and filling, requests for unusual 
sounds. 


e@ The weirdest order filled to 
date: A recording of the sound 
of Japanese beetles eating leaves. 
This disc was made for E. I. du 
Pont de Nemours & Co.’s advertis- 
ing department for inclusion in 
an entomology lecture. 

Several midwestern sporting 
goods stores have ordered record- 


ings of duck calls—these to be sold 
to hunters who use them as a lure | 
for their prey while hunting. Discs 
of the mating call of the Canadian 
moose were used for a similar 
purpose. 

This year, as material for the} 
annual March of Dimes campaign, 
2,000 pressings of the March of 
Dimes theme song were made. 
These were played in_ cities 
throughout the country to remind 
people of the need for donations. | 

At the instigation of the New| 
York Guild for the Jewish Blind, | 
RCA made a series of albums de- 
signed to teach blind people how , 
to play simple musical instruments. 
Called “self-teaching music rec- 
ords,” the albums are accom- 
panied by braille directions. 


s RCA Custom Record Sales, | 
which last year made between| 
8,000,000 and 10,000,000 records 
and transcriptions, this year ex- 
pects to top that figure, according | 
to Bennett Rosner, advertising 
and promotion manager. Included 
were discs made for small com- 
panies which don’t have their own | 
recording facilities; some 100 in- 
dependent labels were represented 
in this category. 

A sizable share of this business. 


| stations, recording companies, 
| vertising agencies and 


| lations of Ball Bros. 


radio stations, program producers 
and advertising agencies. Another 
major category was sound tracks 
for slide films. Records for use in 
sales promotion and as premiums 
also have been much in demand 

As a result of the growth of 
demand for this type of special 
service, RCA this year is stepping 
up the promotion for custom rec- 
ords, with an intensified business 
and direct mail campaign 

The advertising department has 
just completed a new brochure de- 
scribing the work of this branch 
It will be mailed soon to radio 
ad- 
sales man- 
agers throughout the country 

J. Walter Thompson Co. is RCA’s 


agency. 


| 
Ralph Edgar Joins Ball Bros. 


Ralph C. Edgar, formerly with 
| Allegheny Ludlum Steel Corp., 
has been named director of in- 
dustrial, personnel and public re- 
Co., Muncie, 
of jars and 


Ind., manufacturer 


Holds Two-Day Job Forum 


As an aid to women advertising 


students and graduates, the New 
York alumnae chapter of Gamma 
Alpha Chi, national advertising 
sorority, conducted its annual 
two-day job forum July 17-18 at 


the Advertising Club of New York. 
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Pacific Promotes Verstrom 

Roy Verstrom, advertising man- 
ager of Pacific Power & Light Co., 
Portland, Ore., has been promoted 
to executive assistant to the presi- 
dent. Jack Folev has been named 
acting advertising manager of the 
company 


DRUG ’ COSMETIC 


peste 2. 


= Cowes an PEAS Winer’ ena ot 


1 devilopiag new products through researcli 
«his broaght an increasing alertness and need! 
- foe new materials, packages and equipment®: 


Algo Publishers me Beauty Fashion 


A NEW FORCE 
in drugstore merchandising 


in Philadelphia 


KYW 


FEATURE DRUGS 


: 
> 
' 


—the sensational new program-plan 
that brings to the drug field the smash 
success of “KYW Feature Foods.” 


was electrical transcriptions for| @ @ © @eeeeeeee?ee?$e28ee ee e@ee * 


FRanklin 2-585 


America’s finest 


photoengraving plant 


Collins, Miller & 


Hutchings we. 
207 North Michigan, Chicago 


What It Is 


“KYW Feature Drugs” is the advertising-plus- 


merchandising-plus-promotion 


now ready to boost your drugstore sales in the 


Philadelphia market-area! 
How It Works 


Participating advertisers on “KYW Feature 
Drugs” get the day-after-day benefit of 
Cooperating Drugstores—each 
identified by a KYW decalcomania 
200 Continuing Displays 


@ 400 
Regular Point-of-Sale 


checks each week. Thi 


valuable on-the-spot extension of your 


own sales staff! 
& 
Philadelphia Market 


KYW 


Alert, Aggressive Field Staff—provid- 
ing reports to advertisers on 40 store- 


Intensive Coverage of the Greater 


Who Makes It Work 


format that’s 


At the microphone is Hal Moore, one of Phila- 
delphia’s great radio personalities. He contin- 
ues his tremendously popular routines, such as 


the “Broom-Waltz” and “Peeves and Potshots” 
.. and adds special drug-slanted stunts such as 
recorded interviews with leading druggists. 


Promotion 


s staff acts as a 


In the field is a full-time staff under the per- 
sonal direction of Mary Belcher Doyle, mer- 
chandising co-ordinator of Feature Radio Inc. 


When It’s Heard 


“KYW Feature Drugs” 
advertisers twice a day.. 
6:15 to 6:30 PM, five days a week. The show is 
new, and some availabilities are open; the for- 


is on the job for its 
9:00 to 9:30 AM, and 


mat is proved, and success is assured! For de- 


tails, check a representative of the KYW Sales 


Department or Free & Peters. 


PHILADELPHIA 


50,000 WATTS 
NBC AFFILIATE 


Westinghouse Radio Stations Inc\ Seruing 25 Million 
WBZ © WBZA * KDKA © WOWO © KEX © KYW © WBZ-TV 


National Representatives, Free & Peters, except for WBZ-TV; for WBZ-TV, NBC Spot Sales 


RADIO — AMERICA’S GREAT ADVERTISING MEDIUM 
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Wants Credit Line Changed 
on Haller Whisky Story 
To the Editor: I was very inter- 
ested to read your account of the 
advertising campaign 
launched to promote Haller’s Coun- 
ty Fair about a year ago (AA, June 
25). But it was a distinct shock to 
me to read the alleged statement 
by Mr. Greenthal to the effect that 
“most of the credit for this belongs 
to three Publicker executives... 
Harold Hirschfeld, national sales 
manager of all Haller’s brands, R. 
Robert Smith, director of advertis- 
ing and merchandising of Public- 
ker, and John Schwed, Publicker’s 
1dvertising manager.” 
As the man who was in charge 
of Publicker’s advertising efforts 
at the time the Haller County Fair 
campaign was launched a year ago, 
I can safely say that Mr. Greenthal 
must have been misquoted since 
none of these three men had any- 
thing to do with the planning and 
direction of the Haller campaign 
during the first six months when 
all major markets were opened up. 
As a matter of fact, when the 
campaign was launched in New 
York City about a year ago, Robert 
Smith was preparing to resign as 
ysales manager of Continental Dis- 
jtilling before going on a three- 
leave of absence; John 
* Schwed was my assistant in charge 
of Continental and Kinsey adver- 
}tising, while Robert Publicker han- 
Edled the Haller advertising section; 
and Harold Hirschfeld was out in 
e5t. Louis, where he was serving as 
bi iwestern divisional sales man- 
fager for Haller’s brands. It was not 
until last October, when all major 
Bnarkets for Haller’s had _ been 


successful 


opened from New York to Califor- 
nia, that the three gentlemen in 
question were directly concerned 
with Haller advertising; Mr. Smith 
succeeding me to the post of co- 
ordinator of advertising; Mr. 
Schwed adding to his duties the 
handling of Haller advertising, re- 
linquished by Robert Publicker; 
and Mr. Hirschfeld had been called 
to the home office by his superior, 
Newton A. Kook, to take over for 
him as sales manager of Haller’s. 

For the record, the credit for the 
hard-hitting, market-b y-market 
campaign for Haller’s largely be- 
longs to Newton A. Kook, who was 
sales manager of Haller’s at the 
time the campaign was launched; 
S. S. Neuman, president of Pub- 
licker; and Monroe Greenthal, 
himself. Mr. Kook outlined his 
market-by-market idea to Mr. 
Neuman, and Mr. Greenthal came 
through with the perfect adver- 
tising for such a campaign, both of 
which programs Mr. Neuman 
bought, directing me to draw up 
adequate schedules and budgets 
for the accomplishment of these 
objectives. 

Dave Krasner, then promotion 
manager for Publicker, aided Mr. 
Kook in securing the cooperation 
and enthusiasm of distributor 
salesmen and liquor retailers at 
special meetings in key markets to 
introduce the brand. As the then 
coordinator of advertising for Pub- 
licker, I had the pleasure of watch- 
ing the enthusiastic and energetic 
Mr. Kook set market after market 
on its ear with the aid of his excel- 
lent field staff, of which Mr. 
Hirschfeld was a member. I also 
enjoyed aiding Mr. Greenthal se- 
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This department is a reader’s forum. Letters are welcome. 


cure for Publicker the greatest 
newspaper cooperation we ever 
had in any of our many campaigns. 

Probably, what Mr. Greenthal 
meant to say is that Messrs. Hirsch- 
feld, Smith and Schwed deserve 
considerable credit for seeing to it 
that this campaign was continued 
following the departure of Mr. 
Kook from Publicker last winter. 
I am sure that none of the gentle- 
men concerned wish to claim cred- 
it for a past success of their com- 
pany developed and gotten well 
under way by other people, when 
they, no doubt, have many other 
things of more recent vintage to 
which they could justifiably point 
to with pride 

BENJAMIN W. Corrapo, 


Research Consultant, New 
York. 
Mr. Greenthal was not mis- 
quoted. 

° . e 


Wants No Flippancy About 
‘Greatest Mass Medium’ 

To the Editor: Maybe I am get- 
ting thin skinned, but it seems to 
me the facetious heading you put 
on the WTTM story on Page 20 of 
the July 2 issue was the very type 
of thing that tends to hurt and be- 
little radio—which is still and 
probably always will be the great- 
est mass medium of all time. 

You may recall that WTTM 
bragged about their business, and 
you fellows headed the story “Can 
It Be? Claims Radio Sales Zoom.” 
I don’t think the rest of the coun- 
try shares with New York and net- 
work headquarters the gloomy 
outlook which led to your flip 
headline. I don’t question for a 
moment that WTTM enjoyed their 
biggest summer sales spree in 
nine years. I know of one station 
that had the biggest month in its 
history during May. Our own May 
was by far the largest we ever 
had and was the fourth biggest 
month we have ever had. (Note to 
AFRA and IBEW: I am talking 
about gross volume; expenses were 
up plenty, too, so don’t try to use 
this letter against us in our bar- 
gaining sessions.) 

Not many months ago, 
aid of Advertising Research Bu- 
reau of Seattle, Wash., we proved 
in a number of tests that dollar for 
dollar we can outpull newspaper. 
Our good competitor WRC con- 
ducted a series of similar tests and 
came out with the same conclu- 
sions. We recently conducted one 
test, which has not been publi- 
cized because it is preliminary and 


| inconclusive, indicating that dollar 


for dollar we can outpull televi- 
sion two to one. 

There is too much of a tendency 
to sell radio short. Television is the 
glamorous babe that radio once 
was—but on a cost per thousand 
impressions basis, radio is and al- 
ways will be the world’s leading 
medium 

BEN STROUSE, 


General Manager, WWDC, 
Washington, D. C. 
| Mr. Strouse is indeed thin 
skinned. 
- . - 


Alcoa Soothes Hotel Guests 
with Explanation of Riveting 

To the Editor: As you may 
know, Alcoa’s 30-story, aluminum- 
sheathed office building is pres- 
ently rising in the center of Pitts- 
burgh’s Golden Triangle. Modern 
technological improvements still 
don't include a noiseless riveting 
hammer or a silent air compressor, 
however. And the human element, 
with its vells, growls and curses, 
hasn't dimmed very much in the 
last half century, either. 

We introduced the attached blot- 
ter card, which now reposes be- 
neath the bureau glass for guests 


with the| 
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The Alcoa 


EXPLANATION—This blotter, tucked under the bureau glass for guests 
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William Penn Hotel in Pittsburgh, explains the neighborhood din caused by the 
riveting operation on the new 30-story Alcoa building. 


at Hotel William Penn, and serves 
as a blotter-reminder to the thou- 
sands of people working in build- 
ings within a 500-foot radius of 
the din that is the Alcoa Bldg. 

While it’s too early to evaluate 
results in softened tempers (and 
tongues), we hope that it’s a step 
in the right direction! 

WILLiaM L. McCacvue, 
Aluminum Co. of America, 
Pittsburgh. 


‘Better Living’ Figures 
Cover First Two Issues 

To the Editor: In the tabulation 
of advertising revenues for the 
first six months of 1951, as meas- 
ured by Publishers’ Information 
Bureau (Page 65, ADVERTISING AGE, 
July 9), you show Better Living’s 
revenue of $336,640 for the first 
six months of 1951. 

The great sin of omission here is 
that we began publication with the 
May issue, so the figure shown is 
for only two issues. 

As Better Living is going great | 
both advertising and circulation-| 
wise, with ad revenues for our 
first five issues over $671,282, we 
would greatly appreciate a cor- 
rection in an early issue. 

ALLEN B. SOMMERFIELD, 
Director of Sales Develop- 
ment, Better Living, New 
York. | 


LeBlanc Ad Expenditure 
| Figure Is Low, Agency Says 
| To the Editor: The advertising 
|linage figures for LeBlanc Corp., 
|maker of Hadacol, used in com- 
pilation of the top 100 national 
j}advertisers in 1950 are, in my 
| opinion, slightly “wet” so to speak. 

The figures show newspapers 
‘acme Hadacol space to amount 
|of “$2,036,026”; nothing for net- 
| work radio, TV, etc. This agency 
alone spent $2,071,038.06 for Had- 
acol advertising in newspapers and | 
farm magazines during 1950. The 
farm magazine space is not separ- 
ated in our records but could be 
easily done. However, it was not 
a great deal. 

In addition to the newspaper 
and farm magazine space placed 
by us, another agency placed con- 


siderable newspaper space for 
LeBlanc Corp. during the early 
part of 1950 and still another} 


agency placed quite a little Hada- 
col newspaper space during the 
last part of 1950. Majestic Adver- 
tising Agency did not place all of | 
the Hadacol newspaper space dur- | 
ing 1950 

In 1950 we also placed for Had- | 
acol a considerable amount of ra- 
dio, both network and direct with 
the stations, and our outdoor post- 
er purchases for Hadacol during 
1950 were considerably more than 
one-half million dollars. Now in 
addition to the newspaper space 
| we placed and that placed by the 
other two agencies, a considerable | 
amount of dealer cooperative ad- | 
vertising was used. This last, of 
course, is not included in your 
compilation but I thought I would | 


just bring to your attention, be- 
cause LeBlanc Corp.’s 1950 ex- 
penditures for nationa] newspaper 
and radio advertising is consider- 
ably in excess of the figures you 
show. 

In my opinion, LeBlanc Corp.’s 
expenditures for national adver- 
tising and radio through the three 
agencies used should place them 
well up toward the top rather than 
down in 85th place as in the chart 
on Page 52. In your chart on Page 
50, LeBlane Corp. is shown in 
33rd place and in this chart Le- 
Blane Corp. should be, I would 


| think, within the first 15 or so. 


L. H. TOWNER, 

Majestic Advertising Agency, 

Houston, Tex. 

Publishers’ Information Bureau 
fails to show any national radio or 
TV network usage for LeBlanc 
Corp. Outdoor expenditures are 
not available and were not in- 
cluded in the tabulation, nor is 
dealer cooperative advertising. 

. . e 


Historian Reports Rankin 
Was First Pepsodent Agency 

To the Editor: I don’t like to do 
this to you but, in the interest of 
fairness and truth, I must call 
your attention to a slight inac- 
curacy in the news flash on Page 1 
of your July 9 issue. 

Lord & Thomas and Foote, Cone 
& Belding actually have not han- 
dled Pepsodent for the entire busi- 
ness life of the product. 

I believe it was in 1915 that Mr. 
Ruthrauff (a brother of the agency 


man), then a Chicago magazine 
representative, wrote his good 
friend, William H. Rankin, from 


Arizona, where he had gone seek- 
ing recovery from an illness, about 


his toothpaste discovery, Pepso- 
dent. 
Mr. Ruthrauff said he wanted 


the William H. Rankin Advertis- 


CONSOLIDATED 


SERVES EVERYBODY who 
wants facts -men. women. Busi 
ness firms. Banks. Factories. 
Air and Steamship lines, Rail- 
roads, Hotels, Advertising 
Agencies, Fashion Centers 
Foundations, City. State and 
Federal Governments, Colleges, 
Universities, Trade Associations, 
Labor Unions, Civic Groups. 
Clubs, and many others 
quickly, thoroughly. confi 
dentially —at little cost 


CONSOLIDATED 
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ing Agency, Chicago, to handle the 
product, which it did for about 
two years. It was then that a 
banker named Smith (father of 
Kenneth Smith) bought the com- 
pany from Ruthrauff, and the ac- 
count went to Lord & Thomas. 

I happened to be Mr. Rankin’s 
secretary and handled the corre- 
spondence, then later I became the 
account service man and contacted 
Mr. Ruthrauff when the first ad- 
vertising was placed in trade mag- 
azines. 

FRANK A. BIEDERMAN, 
Advertising and Promotion 
Manager, Creped Wadding 
Products, Kimberly-Clark 
Corp., Neenah, Wis. 


New Guarantee Caused 
‘Boys’ Lite’ Rate Hike 

To the Editor: As one who has 
always admired the editorial treat- 
ment of ADVERTISING AGE, I hesi- 
tate to complain about an isolated 
instance. 

However, in the July 2 issue, 
news of Boys’ Life’s forthcoming 
increase in advertising rates was 
lumped together with other maga- 
zine rate rises under a general 
headline of: Magazine Rate Trend | 
Te” 

Unfortunately, many of your! 
readers may have deduced from! 
the ter.or of the article that Boys’ 
Life’s rate increase was based on 
higher distribution and production 
costs—the sole reason for the 
other magazine rate adjustments. 
While these higher costs have also 
affected Boys’ Life, our rate in- 
crease was predicated solely on a 
hike in net paid circulation guar- 
antee from 500,000 to 600,000 ef- 
fective with the January, 1952, is- 
sue. 

To rectify any incorrect infer- 
ences that may have been drawn 
from hasty perusal of the article, 
I would be indeed grateful for your 
publication of this letter. 

SAMUEL FERBER, 

Promotion Director, Boys’ 

Life, New York. 


Favors Agency Symbol 
tor Ad Signatures 

To the Editor: An article writ- | 
ten by Sidney Weil of the Amer- 
ican Safety Razor Corp., which 
started on Page 42 of your July 
2 issue, is of interest to me for| 
the following reasons: 

About two years ago, I wrote 
to another advertising trade pub- 
lication suggesting that advertis- 
ing agencies identify their pub- 
lished work for clients with an) 
inconspicuous symbol at the bot- 
tom of each advertisement. | 

This was published and favor-' 
able comments were received from 
two advertising agencies. 

To make such a step practical | 
it would be necessary, of course, 
for trade publications to acquaint | 
their readers with names of agen- 
cies and their symbols. The general 
public would not be interested. 
Such a plan, too, should tend to 
make advertisements better, in 
my opinion, and if any agency has 
an account whose advertising it is 
not proud to produce, let it leave 
the symbol out 

Just an idea... 

Frank L. Hoxie, 

National Transitads Inc., Bos- 

ton. 

AA’s mail (see article in July 16 
issue) indicates most advertisers | 
and agencies do not favor agency | 
signatures on ads. 


| 
| 
| 


Picture Tells Sales Story 

To the Editor: Your editorial 
of July 2 [Get Ready for Hard 
Selling|] is extremely interesting 
—although a bit pessimistic. Don't 
you think the enclosed says ap- 
proximately the same thing very 
succinctly? 

Many American business firms 
seem to think so. Orders have been 
coming in from coast to coast for 


SELLING LESSON—"You can't make a profit without a sale” is the theme of this 
promotional mailing produced for Dun & Bradstreet. 


Dun & Bradstreet. 
EVELYN MAIZEL, 
Bourke & Miller Inc., New 
York. 


Agency Goes on Record 
in ‘Recognition’ Complaint 

To the Editor: Not too long ago, 
we filled out application blanks to 


| secure recognition by the Period- 


ical Publishers Assn. Prior to this 
we were of the impression that 
such recognition is based on an 
agency's ability to render service 
to its clients and to show at all 
times a good financial standing. 
To our great surprise we received 
word from this association that 
our application has been deferred 
due to the fact that it shows lim- 
ited use of space in the national 
magazine field “as represented in 
this association.” Association rec- 
ognition, as far as this agency is 
concerned, has never meant very 
much, but the meaning of recogni- 
tion has reached an all-time low 
upon receipt of this letter from the 
Periodical Publishers Assn. 

It indeed becomes a matter for 
serious thinking when an organ- 
ization bases its business policy on 


| the volume placed with its mem- 


ber publications. The association 
was gracious enough to recom- 
mend that their member publica- 
tions pay commission on any busi- 
ness placed, subject to the fulfill- 
ment of their individual require- 
ments. I wonder how many other 
agencies of our size have encount- 
ered this type of discriminatory at- 
titude. I think it is indeed time to 
go on record against this attitude, 
since it is not only unfair to the 
agencies themselves, but to other 


publications as well. 


Gary A. RUBEN, 
Ruben Advertising Agency, 
Indianapolis. 


Grocers Aren't Happy About 
Coupon Methods, Reader Says 
To the Editor: We should like to 
take this opportunity to state that 
in our opinion the story released 
by Selling Research Inc. on a cou- 
pon survey, as reported in your 
issue under date of June 12, is ap- 


| parently designed for their clients’ 


approval. It does not bear out the 
information we have found among 
our grocer members, also by sur- 
vey. 

Inciosed are some stories which 
have appeared in our state maga- 
zine, The Virginia Foodsman, on 
this subject. Please note that in 
the September issue for 1950 it is 
reported that 62% of the grocers 
in this area would like to see the 
use of coupons stopped, etc. | 

Our Virginia Independent Food 
Dealers Assn. has taken a leading 
part in the work being done on 
this problem of handling coupons 
in the retail stores. So far as we 
know, we are the only state asso- 
ciation operating a clearing house! 
for handling these coupons. Almost 
all manufacturers and distributors | 


| is j a j ¢ , a . . . 
this piece, originally produced for are very pleased with this service, 


stating that centralized redemption 
saves them time of expensive sales 
personnel. 

At the present time, only Lever 
Bros., Procter & Gamble, General 
Foods and Heinz will not use our 
redemption facilities. Some of 
these firms are among those who 


caused the Clearcoup operation to each based on a particular strong | OPPORTUNITY MAGAZINE 


fail in Minnesota. The fact that the 


merchant deserves a better break 
in the redemption of coupons than 
individual pick-ups or the neces- 
sity for individual billing appar- 
ently is not realized by sales ex- 
ecutives of these firms. Present 
methods, other than centralized 
redemption of coupons, are ex- 
tremely wasteful of the merchants’ 
time. The manufacturers and other 
users of coupons should not be 
handed a lot of “buttered-up” sta- 
tistics to the effect that the gro- 
cers are satisfied. ..when they def- 
initely are not. 
S. FRANK STRAUS, 

Executive Secretary, Virginia 

Independent Food Dealers 

Assn., Richmond. 

s . e 
| Four-Page Letterhead 
| Reproduces Current Ad 

To the Editor: The inside of 
this letterhead duplicates the first 
ad of a new series we have started 
in the power field. 

Its first appearance is in July 
in the following trade publica- 
tions: Mechanical Engineering, 
| Power and Power Engineering. It 
| will also appear successively in 
|other power field papers during 
| the remainder of 1951. 

The series will consist of ap- 
proximately six advertisements 


Edward feature—some of which 


may be exclusive Edward fea- 
tures. Layout principles will al- 
so be similar—brief, bold headline; 
large, dramatic illustration, and a 
subhead that tells the gist of the 
entire story 

The agency for Edward Valves 
Inc. is Marsteller, Gebhardt & 
| Reed of Chicago 

Bruce K. STABELFELDT, 

Sales Promotion, Advertising 
Manager, Edward Valves Inc., 
East Chicago, Ind 


The four-page letterhead to 
which Mr. Stabelfeldt refers re- 
produces the current spread in 


| black and yellow. Do other adver- 
| tisers make a regular practice of 
reproducing current advertising on 
spread letterheads? 


Build Volume 
at LOWER 
SALES COST 


Door to-door $e!!ing—bet 
ter known os DIRECT 
SELLING — is building 
giont volume quickly for 
many manufacturers i) 
moy be your answer to 
present doy complex soles 
problems. Direct Selling is 
fully explained in fascinat 
| ing booklet—mailed FREE 
Please write on your tet- 
| terhead 


€. Jackson Bivd 
A76, Chicago 4, tll 


oat 


FLORIDA IS ONE OF AMERICA’S BIG, IMPORTANT, FASTEST- 


covered by Florida’ 
newspapers. Here are 80.47% of Florida’s 
total retail sales, 80°, of the general mer- 


GROWING, YEAR AROUND MARKETS, AND... 


If increased sales are a must with you, 
you can’t do better than pick the territory 


s big three morning 


chandise sales, 81.13°, of food sales, 80% 


of drug sales, and 81. 


1% of furniture sales— 


even 80% of the effective buying income! 


National Representative . Story, Brooks & Finley, Inc., A. S. Grant, Atlanta 
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FIRST BANK OF THE UNITED STATES 


In 1797 the nation’s first bank 
was erected in Philadelphia by the 
Bank of the United States. From 
1812 to 1831 it was owned and oc- 
‘cupied by Stephen Girard, great 
financier and philanthropist. Since 
that time the building has been 
‘occupied by the Girard Bank and 
the Girard National Bank. 


The proportions and grace of 
the entrance of the building ex- 
press nobly the stability and confi- 
dence which inspired its founding, 
and the continuous use of the 
building to the present day is jus- 
tification for the soundness of that 
inspiration. 

It has been Jahn and Ollier’s con- 
stant aim to create, through con- 
sistent standards of quality and 
craftsmanship in printing plates 
and offset reproductions, a stabil- 
ity of achievement on which printer 
and advertiser can safely depend, 
year after year. 


ENGRAVING COMPANY 


- CHICAGO'S LARGEST 
FINE PHOTOENGRAVING PLANT 


Color Process, Zines, Halftones, 
Offset Reproductions 


817 West Washington Boulevard 
Chicago 7, Illinois 


Cail 
MOnroe 6-7080 


Radio Still Gives More Sales, Costs Less, 
According to Figures from WOR’s Hoftman 


New York, July 17—Even in 
this, TV’s No. 1 city, radio can still 
beat the television competition on 
a couple of points which are of 
special interest to sponsors—sales 
effectiveness and cost per thou- 
sand. 

This is the contention of Robert 
M. Hoffman, director of Station 
WOR, who has marshalled facts 
and figures to back up his claim. 

As a starting point for a com- 
parison of sales effectiveness, Mr. 
Hoffman used data from the Na- 
tional Broadcasting Co.’s second 
study on TV as a sales force, which 
was based on interviews made in 
December, 1950, and January, 
1951, by Hofstra College, and 
which was released in June (AA, | 


June 18). | 


In this study, NBC reported that | 


| for 143 brand program combina- | 


tions covered, television accounted 
for an average customer increase 
of 37.7% or “37% more customers 
among set owners who had 
watched the program, than among 
owners who had not seen it re- 
cently.” 


@ Using the same technique of 
matched samples of listeners and 
non-listeners as a measure of sales 
effectiveness, WOR computed the 
customer increase for nine radio 
programs from studies made be- 
tween January, 1949, and Novem- 
ber, 1950. For eight of them the 
figure was higher than the TV 
figure of 37%. 

Sales impact of the individual 
broadcasts was: 26%, 41%, 58%, 
60%, 86%, 96%, 229%, 260%, and 
360%. 

“These percentages represent 


SYRACUSE, N.Y. 


This List 


The Sucrest Division of the American Molasses Com- 
pany selects the Syracuse, N. Y. Market to introduce 
and test their brand ‘‘Sucrest’’ sugar. Syracuse 
Newspapers will carry the largest sales campaign in 
the history of the sugar industry. 


TO CASH IN ON 


IMPORTANT AREA 
CENTRATE YOUR 


Daily Circulation 


Morning 


Evening 


Total 


Total Sunday Circulation 


Syracuse, the FIRST TEST MARKET® in the Middle 
Atlantic States, offers the best opportunity for con- 
sumer study on new products or increased sales vol- 
ume on established brands. 


why is SYRACUSE 
a Good Market? 


Employment is at an all-time high! 
Effective Buying Power is Up 26%! 
Total Retail Sales — Up 7%! 


THESE SUPERIOR MARKET 


FACTORS AND REACH ALL FAMILIES IN THIS 


AT ONE LOW COST CON- 
ADVERTISING AND SALES 


PROMOTION IN THE SYRACUSE NEWSPAPERS. 


78,998 
126,513 


205,511 
324,177 


"Sales Management's 1950 Survey of 
Metropolitan and Test Markets. 


“The SYRACUSE Wews papers 


HERALD JOURNAL — POST STANDARD 
oe 3 (Evening) (Morning) 
_ HERALD-AMERICAN POST-STANDARD 


(Sunday) 
GENERAL ADVERTISING REPRESENTATIVES 


(Sunday) 
MOLONEY, REGAN & SCHMITT 
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SYLVANIA HUDDLE—Top bross get together during a recent press showing of 

Sylvania Electric's Panelite, a newly-developed type of fluorescent lamp. Left to 

right ore: Robert Bishop, v. p.; Max Balcom, board chairman; Ward Zimmer, execu- 

tive v.p., all of Sylvania; and Cecil & Presbrey v.p.s Gene Bannvort and Tom 
Maloney. 


| differences 
| - 
| Product advertised on each pro- 
; Sram among matched samples of 
listeners 
Hoffman said. “This is a valid way 
| of measuring sales impact which 
| WOR has been using for more than 
| two years. I only wish more radio 
stations were doing the same thing. 2. 
| There’s no question about TV’s 
| ability to sell. On the other hand, 
'there’s no question about radio's 
ability to sell. It just hasn't been 
measured as thoroughly as tele- 
vision’s. 
radio’s sales ability, it’s terrific.” 


® Moving to the subject of cost! 
comparisons, WOR updated a rate! Schenley 
appraisal made in October, 1950. 
“In that month radio costs per 
1,000 homes delivered by nighttime 
radio [an average of the 10 sta- 
tions accounting for 90% of the 
city’s nighttime 
48% lower than those of nighttime 
TV [an average of all seven sta- 
tions]. Six months later—despite a 
25% 


York is 46% below television,” the 
research director pointed out. 


hour cost per thousand homes de- 
livered by radio in this area was 
$3.20, against $6.16 for video. In 
April, 1951, the radio figure had 
dropped to $2.93, while the TV 
figure rose to $5.43, according to 
WOR, whose case is based on the 


in purchases of the findings of Pulse Inc 

Radio's healthy cost-per-thou- 
sand status was attributed to three 
major factors: 

1. An increase of AM sets in use 
in TV homes of 37% between 6 
and 11 p. m. for April, 1951, against 
October, 1950. 

A radio sets-in-use gain of 
19% in non-video homes for the 
same period. 

3. Substantial rate increases ef- 
fected by five of this area’s seven 
TV stations. 


and non-listeners,” Mr. 


When you do measure 
Names Greenlee President 


Walter R. Greenlee, formerly co- 
merchandising for 
Distributors, has been 
named president of Francfort- 
Dodge & Co., Mt. Vernon, N. Y., 
wholesale liquor distributor in the 
New York area for Melrose Dis- 
tillers, which recently acquired 
the company 


| ordinator of 


listening] were 


NNPA to Meet in Chicago 


The central region meeting of 


jump in the percentage of the National Newspaper Promo- 


video families in New York—the tion Assn. will be held at the 
radio cost-per-thousand in New Edgewater Beach Hotel, Chicago, 
Nov. 18-20. 


In October, 1950, the quarter 


: . 
Sick of Bum Art, high prices? 
\ , $1 buys the prestige of top agency art 
iy for your ad under our repro plan. Select 
j from 4000 subjects, pay 
$1 for those you use. 
Recognized agencies, Natl. 
Ad Mars. write for free 


brochure. STIVERS STUDIO 


67 MAIN ST. + SAN FRANCISCO 5. CALIF. 


In Favor with America’s Leaders 
..-Heinn Loose-Leaf Binders 


The names you see here are known and respected 
—trusted brands that recommend products to users. 
Appearing on binders and manual overs, the same 
names recommend Heinn Loose-Leaf Binders to you! 


These manufacturers, who make their own products mean 
so much, expect the most in the products they buy. 

And they'd tell you they get the most in Heinn 
Loose-Leaf Binders . . . individually designed, hand- 
somely styled, mechanically perfect, durably built. 


Heed this tip and find out how Heinn can 


= simplify your own sales or service problems, 


and conserve your budget. Write for complete information. 
CATALOG COVERS @ PRICE BOOKS 


@ SALES MANUALS @ PROPOSAL 
COVERS @ PLASTIC TAB INDEXES 


THE HEINN COMPANY 


f 320 WEST FLORIDA STREET 
seseee MILWAUKEE 4, WISCONSIN 
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McGraw-Hill Issues Added Details 
on Cooperative Readership Study 


(Continued from Page 1) 
0.6%; 411 papers, or 41%, re- 
ceived 15,767 mentions for 11.4%, 
and 198 papers, or 21%, of the 
total of 983 received 121,926 men- 
tions, or 88% of the total of 139,- 
541 mentions for business papers. 

When the study gets around to 
comparative costs, it hits hard. It 
shows, for example, that com- 
pany “A” can spend $11,760 for a 
page in an unnamed consumer 
magazine and reach 19% of the 
total men reached in the survey. 
Or, company “A” can buy a page 
in 19 business papers, spending a 
total of $10,426, to reach 87% of 
the men reached by the survey. 

In outlining the background that 
led up to the study, Mr. Mont- 
gomery pointed out that hun- 
dreds of readership studies have 
been made in recent years, but} 
they have covered only a few in-| 
dustries or functions within in-| 
dustry. 


e “After discussing the problem | 
with several large advertisers and | 
agencies,” Mr. Montgomery said, 
“it was uecided that a real con- 
tribution to business and industrial | 
advertising could be made if an} 
industry-wide study could be con- 
ducted.” McGraw-Hill was not in- | 
terested in conducting such a 
study alone, as it was felt that 
participation of leading advertis- 
ers-—companies which would bene- 
fit by the end results—was ca 
tial if the study was to have valid- | 
ity. 

The cost of the survey has been 
$65,000, Mr. Montgomery said. A 
standard questionnaire was used. 
Each of the companies assigned 
one or more men to check all clas- 
sifying and tabulating methods. 
Outside authorities, such as Ar- 
chibald M. Crossley of Crossley 
Inc. and Dr. Raymond Franzen, 
consultant on statistical research, 
were retained to check methods 
and validity of the study. All re- 
plies went to the advertisers who 
tabulated their own returns be- 
fore turning them over to the Mc- 
Graw-Hill research department, 
under the supervision of Jack 
Spurr. 


a Mr. Montgomery said, “the find- 
ings of this record-breaking study | 
underscore these truths beyond all 
possible doubt”: | 


“1. That business publications | 


provide tremendously effective | 
coverage of American industry; | 

, 
more complete 


nomical coverage than is provided 
by any other type of periodical. 
“2. That the selection of one or 
two leading business publications | 
in each field provides surprisingly | 
complete coverage of each indus-| 
try or function; consistent, domi- 
nant advertising in the pages of 
the leading publications therefore 
represents the most effective in- 
vestment of advertising dollars. 
“The only information that Mc- 
Graw-Hill Publishing Co. plans 
to release,” Mr. Montgomery em- 
phasized, “is the factual data on 
which these statements are based. 
We do not plan to give out data 


which includes the names and 
standings of individual publica- 
tions. 


s “The reason for this policy is 
that we feel the fundamental ob- 
jectives of the study will be lost 
sight of, and its influence on mar- 
keting and management men in 
industry minimized, if it becomes 
the basis of competitive struggles 
between individual business pub- 
lications.” 

McGraw-Hill has produced a 
slide film titled “New Yardsticks 
of Media Value” which was shown 


initially at the invitation of the 
National Industrial Advertisers 
Assn. at its recent convention. 

Each McGraw-Hill office has 
records and film available for 
showings at local NIAA meetings 
and for other groups in the field, 
he said. 


es For other groups in the adver- 
tising field that may be interested, 
McGraw-Hill is preparing a book- 
let for publication this fall which 
will be distributed at group meet- 
ings where the film may be shown. 

Companies which participated 
in the survey include: Aluminum 
Co. of America; Black & Decker 
Mfg. Co.; Brown & Sharpe Mfg. 
Co.; Crane Co.; Dodge Mfg. Corp.; 
General Electric Co., apparatus 
dept.; Goodyear Tire & Rubber 
Co., mechanical rubber goods div.; 
Harnischfeger Corp.; Hyster Co.; 
P. R. Mallory & Co.; Minneapolis- 


| Honeywell Regulator Co., Brown 


Instruments Div.; Socony-Vacuum 
Oil Co.; Union Carbide & Carbon 
Corp., carbide & carbon chemicals, 
electro metallurgical division; 
Linde Air Products Co.; U.S. Steel 
Co., and Westinghouse Electric 
Corp., apparatus div. 


Reporter Publishes 
‘Gentry’ Quarterly 


New York, July 18—Reporter 
Publications, New York, plans to 
bring out a swank quarterly next 
October called Gentry. Aimed at 
people making $20,000 and more 
a year, the magazine will sell for 
$8 annually. First subscriptions 
will be sought from among mem- 
bers of leading college and ath- 
letic clubs. 

The ad rates are set at $600 per 
b&w page and $850 for four colors. 
The October issue is planned to 
carry 130 to 150 pages, of which 
45 to 60 pages will be paid. Only 
full pages will be sold to “top 
companies” in the apparel and 
allied industries, with broken space 
available to retail stores. Ads will 
feature high price merchandise. 


e Early issues will carry swatches 
of materials, samples of hand- 
tied flies for fishing, and tobacco 
blends. Editorial copy will include 
articles on antique automobiles, 


boxing and trout fishing, and art! (over CBS) 


will include Rembrandt reproduc- 
tions. 

Reporter Publications publishes 
American Fabrics, Men’s Reporter 


and more eCo-| News Weekly and Reporter's Gold | 


Book. 


| ‘Parents’ ‘ and Capper Rates Go| 


Up; Higher Costs Blamed 

Parents’ Magazine will raise its 
rates by about 6.5%, effective with 
the January issue. B&w pages 
which now cost $4,875 will gc to 
$5,190 and four-color page in- 
serts will rise from $6,400 to $6,- 
825. New rates will be announced 
soon for the metropolitan New 
York and Pacific Coast sections. 
Increases in costs of paper, print- 
ing and other expenses were 
blamed for the rate increases. 

Citing similar causes, Capper 
Publications, Topeka, has an- 
nounced increased rates for its 
four publications, effective with 
January issues. A b&w page in 
Capper’s Farmer will rise $300 
to $4,700. The line rate will be 
$8.25 instead of $7.50. Household 
Magazine’s b&w rate of $5,100 per 
page will become $5,400, and the 
line rate will jump 75¢ to $13.25. 
For Kansas Farmer and Missouri 
Ruralist, line rates will be in- 
creased 10¢ to $1.10. 


Howard Stark Moves Oftice 

Howard E. Stark, radio, tele- 
vision and newspaper broker and 
consultant, has moved his offices 
to 50 E. 58th St., New York. 


DISCUSS NEWSPAPER DRIVE—Top officials of 
with Earl M. Richords (1), v. p. of the airlines’ agency, Loughlin, Baxter & Persons, 


Houston, to discuss C&S's fall ond winter 


exceeds $100,000. Next to Mr. Richards are (left to right) 


Chicago & Southern Airlines meet 


newspaper compaign, budget for which 
S. A. Stewort, president 


of Chicago & Southern; G. E. Bounds, director of public relations and advertising; 
T. M. Miller v. p. of traffic and sales, and J. J. Shad, director of station sales. 


TV Makers’ Fight 
Sponsorship Is 
Only Beginning 


New York, July 19—From re- 
sults of Wednesday night's tele- 
cast of the Walcott-Charles fight 
over the DuMont network, it looks 
like the major television set man- 
ufacturers who sponsored the clas- 
sic are going to continue their 
campaign to keep top sports events 
on home television screens. 

Admiral, Crosley, DuMont, Gen- 
eral Electric, Motorola, Philco, Ra- 


dio Corp. of America, Sylvania 
and Westinghouse paid $100,000 
for the Charles-Walcott rights, 


after home sets had been blacked- 
out on the previous top fights in 
favor of theater TV. 

The fight was fed to 46 stations 
on the DuMont net, covering an 
estimated 85% of the nation’s TV 
sets. Some estimates of the audi- 


ence ran to 60,000,000, a figure 
obviously too high. 
@ Accurate ramifications of last 


night’s event cannot be too easily 
predicted, with Jim Norris, presi- 
dent of the International Boxing 
Club, asserting emphatically that 
“no policy has been set,” and no 
official comment forthcoming from 
the group of 18 TV equipped 
theaters that reportedly unsuccess- 
fully bid $65,000 for the rights to 
telecast the event exclusively to 
their patrons. 

Radio rights for the broadcast 
cost Pabst $50,000, 
bringing the total outlay for TV 


and radio rights to $150,000. Mr 
Yorris was quoted as saying that 
if IBC can't get at least $250,000 
next time, “we will go back to 
theater television.” 

As a good will gesture, the TV 
manufacturers’ sponsorship of the 
fight apparently paid off hand- 
somely. At least one television col- 
umnist, Jack Mabley in the Chi- 
cago Daily News, reported that the 
manufacturers “reaped good will 
with the brevity and good taste of 
their commercials.” 

Agencies of all the advertisers 
concerned sat in on the planning 
sessions, but DuMont’s agency, 
Campbell-Ewald Co., handled most 
of the details of the telecast. 


THOMAS F. HANNON 


Z 


New York, July 18—Thomas F. | 
of | 


Hannon, 55, assistant v.p 
American News Co., died July 16 
of a heart attack at his home in 
Baldwin, L. I. He had been with 
the American News Co. for more 
than 30 years. For 20 years he was 
manager of the company’s branch 
in Chicago, and came to the execu- 
tive offices here last year as as- 
sistant v. p. 


Volz Leaves Gardner Agency 


George A. Volz, v. p. of Gardner 
Advertising Co., St. Louis, has re- 
signed to accept an administra- 
tive position on the St. Louis Uni- 
versity staff. He will be in charge 
of Station WEW, owned and oper- 


| charge 


ated by the university, effective | 


Aug. 1. 


Sipes Names Stewart Agency 

James A. Stewart Co., Pitts- 
burgh, has been appointed agency 
for the paint and varnish lines of 
James B. Sipes & Co., Carnegie, 
Pa. 


Pulse Network TV Ratings 


18 Cities: June 1-7, 1951 
EVENING, ONCE-A-WEEK 


Texaco Star Theater (NBC) 42.0 
| Colgate Comedy Hour (NBC) 31.9 
Your Show of Shows (Several sponsors 

NBC) 30.1 
Fireside Theater (P&G. NBC) .. 28.7 
Godfrey's Talent Scouts (Lipton, 

cBs) os 28.2 


Philco Playhouse (NBC) 

Kraft Theater (NBC) 

Godfrey & His Friends (Chesterfield 
Toni, Pillsbury, CBS) 

Studio One (Westinghouse. CBS) 

Pabst Bouts (CBS) 


MULTI-WEEKLY 


Cactus Jim (Co-op, NBC) 15.6 Kate Smith (Several sponsors. NBC) 10.8 
Howdy Doody (Several sponsors, NBC) 14.3 Mohawk Showroom (NBC) 10.5 
Camel News (NBC) . 13.5 CBS News (Oldsmobile) 9.3 
Kukla, Fran & Ollie (RCA, Ford Little Show (Stokely-Van Camp. NBC) 9.3 
P&G. Life) ... 12.1 Stork Club (Fatima, CBS) 92 
Perry Como (Chesterfield. CBS) 111 
Network Gross Time Charges 
Source: Publishers Information Bureau 
RADIO 
dune June dan -June Jan. -June 
1951 19 1951 
American Broadcasting Co $ 2.720.268 $ 2,902,341 $17,344,512 $19.473,536 
Columbia Broadcasting System 6.220.959 5.837.873 39.285.216 36,061,897 
Mutual Broadcasting System 1.191.691 1.204.638 8.859.908 8.493.644 
National Broadcasting Co. 4,739,193 200,901 30,000,036 32,910,043 
Total $14,872,111 $15,145,753 $95.489.672 $96,939,120 
TELEVISION 
dune dune dan -June dan.-June 
1951 1950 1951 1950 
American Broadcasting Co. $ 1,287,440 $ 405,566 $ 8,228,700 $ 1,926,534 
Columbia Broadcasting System 2,900,782 840, 17,069,328 4,604,396 
National Broadcasting Co. _ 4,244,240 1,574,771 _ 26,739,532 7,501,236 
Total $ 8,432 $ 2,820,711 $52,037,560 $14,032,166 


Hooper Plans 
Video Ratings 
in 59 Markets 


New York, July 20—C. E. Hoop- 
er, always a man to keep up with 
the times, this week announced his 
next objective—television Hooper- 
atings 

The researcher, whose TV rat- 
ing activity has been somewhat 
limited since the sale of his com- 
pany’s national and regional radio 
and video rating services to A. C 
Nielsen Co., outlined plans for 
periodic TV-home Hooperatings in 
59 markets. 

These ratings will be published 
monthly in 23 multi-station cities 
(Mr. Hooper currently offers 
monthly TV ratings in New York, 

ws Angeles and Detroit, five- 
month reports for 25 other cities 
and AM-TV share of audience fig- 
ures in 50 cities.) In 27 single sta- 
tion markets ratings will be avail- 
able three times or more a year 
the “or more” depending on TV 
set concentration, population, and 
Station subscription 


@ Coincident with this play for 
the television market, Mr. Hooper 
will discontinue his 12-city video 
popularity ratings, which Mave 
been published for several months. 


(Radio circles generally were 
somewhat surprised when Mr. 
Hooper introduced this new re- 


gional service so shortly after the 
sale of the Hooper national andre- 


gional radio and video serviceg to 
A. C. Nielsen Co. and wondéred 
what counter action, if any, the 


latter would take.) 

The start of the plan, Mr. Happ- 
er explained, is contingent on the 
acceptance of agencies and adver- 
tisers. If 30 agencies and (or) &@d- 
vertisers accept this proposal, mul- 
ti-TV station city reports will start 
in October. Thirty-nine agen@ijes 
and (or) advertisers subscribé to 
expanded Hooperating service or 
radio Hooperatings, it was pointed 
out, and pay Hooper a service 
based on the number’ of 
programs they have 


e To get the TV ratings, these s@b- 
scribers will need to pay an addi- 
tional flat charge of $15 per mamth 
for each city reported on. With a 
list of 57 agency-advertiser sub- 
scribers, the researcher will be 
ready to go in the top 59 markets. 
Single-station markets are to be 
added to the list in order of TV set 
ownership in the city. 

In discussing the scope of his 
latest expansion, Mr. Hooper said 
the single-station city reports 
could be used to compile various 
types of average by the agencies, 
Since interviews will cover four 
weeks monthly. This will afford 
averages of live vs. film shows and 
reports on alternate-week tele- 
casts, he continued 


PR Society Elects Hasse 

Paul Hasse, assistant managing 
director of the Controllers Insti- 
tute of America, has been elected 
president of the New York chapter 
of the Public Relations Society of 
America. Thomas R. Carskadon, 
chief of the education department 
of the Twentieth Century Fund, 
was named Ist v. p 


Names Hirshon-Garfield 


Strouse, Adler Co., foundation 
garment manufacturer, has ap- 
pointed Hirshon-Garfield, New 


York, as advertising and merchan- 
dising counsel. Media plans include 
national magazines and newspa- 
pers. French & Preston is the pre- 
vious agency 


‘Motor’ Joins ABP 

Motor, published by Hearst Mag- 
azines, New York, has become a 
member of Associated Business 
Publications. 
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We've got 400 of them 
at your call every day! 
Pontiac can give you the 
assistance, advice and help 
you need because only 
Pontiac has Artists, Color 
Process, Photographers, 
Typographers, Electrotypers 
and Photoengrovers all 
under one roof plus 40 years 
of experience in service to 
the advertising profession! 
Call or write and let 
us tell you more... 
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Elecirotype Co. 


812 W. VAN BUREN STREET 
HA ymorket 1-1000 © Chicago 7, Illinois 


Lonpon, July 17—American ad- 
vertising men and women who at- 
tended the International Adver- 
tising Conference here last week 
have mostly recovered from as 
hectic a convention week as most 
of them have ever attended, and 
are now scattering about England 
and the Continent on sight-seeing 
and private business trips. 

The seven-day meeting, which 
attracted close to 3,000 people, was 
devoted largely to the social and 
ethical responsibilities of adver- 
tising. The role of advertis- 
ing in selling goods and services, 
and maintaining distribution and 
production, was given little em- 
phasis. (A report covering many 
of the major talks appeared in 
AA July 16.) 

A number of the talks and dis- 
cussions tended to emphasize dif- 


ferences in outlook between ad- 
men from various countries—and 
also their general agreement in 


many areas. For example: 


@ Francis Williams, governor of 
the British Broadcasting Corp. and 
formerly public relations adviser 
to the Prime Minister, urged in a 
major speech that governments 
should and must advertise. 

He stressed three kinds of ad- 
vertising which governments 
should do: 

1. “Administrative” advertising, 
such as conducting safety drives, 
recruitment campaigns, etc. 

2. “Informative” advertising, 
such as the campaign in England 
to explain the need for increasing 
exports to maintain the economic 
system. 

3. “International” advertising, 
designed to present British ways, 
customs and viewpoints to the 
world. 

Mr. Williams argued against any 
type of government-sponsored 
morale-building advertising de- 
signed to influence the emotions 
of the public. A number of rep- 
resentatives of other countries all 
agreed that governments should 
advertise. 


e Frederic R. Gamble, president 
of the American Assn. of Adver- 
tising Agencies, presented the 
American viewpoint that govern- 
ments might logically advertise in 
certain limited fields, such as the 
current recruitment campaign, but 
insisted that public service ad- 
vertising can be done better by 
business and other private inter- 
ests, through such devices as The 
Advertising Council 

One of the most provocative 
discussions was touched off by a 
speech by Lady Tweedsmuir, 
member of Parliament and Scot- 
tish president of the National 
Council of Women. In a talk on 
“What the Consumer Expects of 
Advertising,” she argued that 
there must be a partnership be- 
tween advertiser and consumer, 
with a two-way movement of ideas 
between them 


e Advertising should be a true 
buyer's guide, Lady Tweedsmuir 


said, telling the qualities, the 
price and the place where prod- 
sold could be obtained, and 
cataloging the limitations as well 
as the virtues of the product. She 
urged that advertising might well 
provide a news service, too—on 
hobbies, recreation, music and so- 
cial services—and also guide the 
public in standards of taste 
George D. Bryson, an American 
living in London as managing di- 
rector of Young & Rubicam, an- 
swered that advertising is an ad- 
vocate or pleader for the adver- 
tiser rather than a judge of claims 
for the public. The public votes 


ucts 


2 London Ad Meeting Lays Stress on 
_ social, Ethical Responsibilities 


constantly for or against the ad- 
vertising claims by its purchase or 
non-purchase of advertised items, 
he said. 

In the discussion that 
several British women asked for 
more detailed information jn ad- 
vertising, leaving the impression 
that they wanted a greater quan- 
tity of informative advertising than 
is generally true in America. Some 
of this may be due to the fact that 
British advertising, in many in- 
stances, is still far more posterish 
in appearance and content than 
American advertising, due partly 
at least to continued shortage of 
newsprint. 


followed, 


@ Attorney General Sir Frank 
Soskice asserted that “good adver- 
tising does not bludgeon the will 

it refines and cajoles the taste. 
It does not persuade people to 
buy more than they require; it 
teaches them how to satisfy their 
needs adequately.” And Cyrus 
Ducker, director of the London 
Press Exchange, defined advertis- 
ing as “the midwife of business.” 

C. King Woodbridge, president, 
Dictaphone Corp., in the response 
for the U. S. to the challenge by 
Lord Beveridge and the accept- 
ance by Fairfax Cone of Foote, 
Cone & Belding, presented a ring- 
ing challenge to advertising peo- 
ple to sell freedom and free enter- 
prise. “Advertising which teaches 
people that to have things they 
must work for them is a public 
benefaction,” he said. “That which 
doesn't wash-out.” And he 
closed with an admonition not to 
“sell short the power and intelli- 
gence of British advertising men 
and women.” 

Five social responsibilities of ad- 
vertising were listed by Francis 
Elvinger, technical adviser to the 
International Chamber of Com- 
merce: 

1. Increase the effectiveness of 
advertising as a selling tool 

2. Restrict dealers to high stand- 
ards of ethics 

3. Practice socially good adver- 
tising 

4. Help to promote social causes. 

5. Help to defend and propagate 
the free enterprise system 


is a 


e Americans speaking at the spe- 
cialized included Helen 
Berg, president, Advertising Wom- 
en of New York: Mrs. Muriel 
Tolle, v.p., Advertising Assn. of 
the West: Elon Borton, president, 
Advertising Federation of Ameri- 
ca; Thomas Young, U. S. Rubber 
Co.; Miles Standish, president, 
Outdoor Advertising Assn of 
America; Graham Patterson, pub- 
lisher, Farm Journal and Path- 
finder; Karl Mann, president, 
Case-Shepperd-Mann; Julius 
Teich, Superior Displays; Fair- 
fax M. Cone, Foote, Cone & Beld- 
ing; Carrol] Larrabee, publisher, 
Printers’ Ink; Paul West, presi- 
dent, Assn. of National Advertis- 
ers; Elmo Wilson, International 
Public Opinion Research; Harold 
S. Barnes, director, Bureau of Ad- 
vertising 

England went all-out on enter- 
tainment for the convention, with 
each of the seven nights including 
a gala ball, banquet party 
This was bad for attendance at 
morning sessions, but pleasant 
enough for the foreign visitors, 
who also found the food surpris- 
ingly good and plentiful. 


sessions 


or 


HANSEN TELLS BRITISH 

OF RETAIL AD TRENDS 
Oxrorp, ENGLAND, July 19—With 

inventories at an alltime high, and 

continually rising space costs 

prevalent, retail advertising ex- 

ecutives are turning to display and 


CONGRATULATIONS—For all concerned, that is, os J. L. Van Volkenberg (right), 

performing in his new role as president of the CBS Television division, greets his 

first new client, Lester Amster, president of Pearson Pharmaca! Co., which last week 

started “Hollywood Opening Night” on CBS-TV. Looking on is Harry B. Cohen of 
Harry B. Cohen Advertising Co., which handles the Ennds account. 


direct mail and are encouraging 
tests of other promotional media. 

This was the view of George 
Hansen, president of the National 
Retail Dry Goods Assn. and 
Chandler & Co., New York, when 
he spoke before the Assn. of Re- 
tail Chambers of Trade here today 

Discussing the role of advertis- 
ing and promotion in a talk on 
the American view of retail dis- 
tribution, Mr. Hansen said: “The 
American retailer is today par- 
ticularly aware that this is no pe- 
riod for relaxation of strenuous 
sales promotion efforts, if sales 
volume is to be maintained and 
increased.” 


a “One of his biggest promotion 
problems,” Mr. Hansen said, 
newspaper advertising. Space costs 
are increasing and the possibility 
of a serious newsprint shortage... 
is growing stronger. Both of these 
facts have a tendency to force 
stores to make every publicity 
and advertising expenditure more 
productive.” 

“Permanent improvement in pro- 
motional programs is one of the 
effects of this situation, he said 

“More and more stores are as- 
signing generous advertising al- 
lowances to television. They are 
experimenting with various forms 
of programs and seeking to work 
it in as a major part of their over- 
all promotion plans.” 

TV not pay 


“is 


does off in direct 


results, he suggested, primarily 
because of high costs. “It is how- 
ever, of great value as an insti- 
tutional advertising medium, and 
there is a growing trend towards 
a jointly sponsored manufacturer- 
retailer program,” Mr. Hansen 
told the association. 


Dayton Marketers Elect 

Charles Bruner of Master Elec- 
tric Co. has been elected president 
of the Miami Valley Industrial 
Marketers, Dayton, O. Also elected 
are: E. B. Gray, Buckeye Iron & 
Brass Works, v. p.; James Metzger, 
Duriron Co., secretary, and Vern 
Gilbert, Wayne Colorplate Co., 
treasurer. 


482,401 TV Sets in NE Ohio 


Almost double the figure for a 
year ago, 482,401 television sets 
have been bought in northeastern 
Ohio as of July 1. Of the total, 
17,014 are in places of business. 


Sollish to Freund Agency 
Joseph Sollish, formerly with 
Hecht Co., has joined Morton 
Freund Advertising Agency, New 
York, as an account executive. 


$5 RUBBER CEMENT co. 


SION MICHIGAN Ave CHICA 
COMPLETE LINE OF ARTISTS ATATL RIALS 


Orit OrPta 


AD BEYER 


ROCKFORD 


Reta Food Sates 


SAYS... 


HIGHEST IN ILLINOIS 


OUTSIDE OF CHICAGO (COOK COUNTY) 


Retail food sales in city $30,676,000 
Retail food sales in Winnebago County $38,077,000 


(Figures from Sales Management 1951 Survey of Buying 
Power). Further evidence that Rockford eats best... recent 


newspaper promotion produced sales of more than 100,000 


cook books at 15 cents each. 


Food advertisers get action in Rockford! 


a. 8. ¢ 
CIT’ ZONE 


126,87 


aT THE TOP 


ROCK 


Rest Test City 2 


IN ILLINOIS 


ORD 
the Mid-West 
rasome rome 403,500 | 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC. 
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BEACH County 
ORT LAUDERDALE 
HOLLYWOOD 
‘GREATER MIAMI! 
WT | 


CHANNEL A MIAMI 


MIAM| 
Ording + N. 
"Starch and hag i. 


CHANNE, 4 Miam, 


full Ting 


TELEVISION, STATION 


in our files 


WW 


“Represented by FREE & PETERS 


SUGGESTED WINDOW-—Three-way promotional tie-in of Paramount's forthcoming 

picture, “A Place in the Sun,” includes this window display for camera stores pre 

pared by Photo Dealer, backing Modern Photography's selection of the new movie as 
an excellent exomple of photography (AA, July 16) 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending June 23, 1951 


All figures copyright by A. C. Nielsen Co. 


Total Homes Reached 


Program 
Texaco Star Theater (NBC) 
Philco TV Playhouse (NBC) 
Arthur Godfrey & Friends (CBS 
Liggett & Myers) 
Arthur Godfrey & Friends (CBS. 
Pillsbury Mills) 
Fireside Theater (NBC. P&G) 
Colgate Comedy Hour (NBC) 
You Bet Your Life (NBC, DeSoto) 
Frigidaire Comedy Hour (NBC) 
Original Amateur Hour (NBC 
Loritlard) 
Arthur Godfrey's Scouts (CBS. 


on bd 
So CORIAY & vues 
= 


Lever) 3,516 
"Per cent of homes reached in areas where program 


Program Popularity 
Homes 
Program (%) 
Texaco Star Theater (NBC) 47.5 
Philco TV Playhouse (NBC) 39.3 
Arthur Godfrey's Scouts (CBS. 
Lever) 38.5 
Arthur Godfrey & Friends (CBS 
Liggett & Myers) 37.2 
Arthur Godfrey & Friends (CBS 
37.0 
% 
34.7 
33.8 


? 
= 


Pillsbury Mills) 

Fireside Theater (NBC. P&G) 
Frigidaire Comedy Hour (NBC) 
Big Town (CBS. Lever) 

Colgate Comedy Hour (NBC) 
Somerset Maugham Theater (CBS. 
By-Mart) 

televised. 


SCeCann wv & Whe 


~ 


31.4 


Trendex Network TV Ratings 
July 1-7, 1951 


Godfrey's Talent Scouts (Lipton, CBS) 
Toast of the Town (Lincoin- 

Mercury, CBS) 
Philco Playhouse (NBC) 
What's My Line (Stopette. CBS) 
Lights Out (Admiral, NBC) 


Amos ‘n’ Andy (Biatz. CBS) 
Martin Kane (U. S. Tobacco, NBC) 
Lucky Strike Theater (NBC) 

This Is Show Business (Lucky Strike 


25.1 
24.9 


23.7 


CBs) 
Man Against Crime (Camel, CBS) 22.8 


Klau-Van Pietersom Elects 
Frank V. Birch President 

Frank V. Birch, executive v.p. 
of Klau-Van_ Pietersom-Dunlap 
Associates, Milwaukee agency, 
has been elected 
president. Mr. 
Birch joined the 
agency in 1919 
and was elected 
an executive v. p. 
in 1931. 

Alan . Me- 
Gints, who con- 
tinues as an ex- 
ecutive v.p., has 
been elected 
treasurer. The 
two men fill va- 
cancies caused by 
the recent death of Walter F. Dun- 
lap, who held both offices. Other 
officers of the company are George 
J. Callos and Roger C. Loew, ex- 
ecutive v.p.s, and Lee I. Archer, 
secretary. 


Cleveland Adclub Elects 
Wilmer H. Cordes, genera] staff 
manager of the sales department 
of American Steel & Wire Co., has 
been elected president of the 
Cleveland Advertising Club. Other 
officers are: Stanley C. Patno, v. p 
of Fuller & Smith & Ross, and D 
James Pritchard, v.p. of the So- 
ciety for Savings, v. p.s; Horace C 
Treharne, executive secretary, and 
Herbert C. Hauser, executive v. p 
of Tower Press, treasurer 


Frank V. Birch 


Diebold Promotes Thompson 

W. I. Thompson, manager of 
the Newark office of Diebold Inc., 
has been promoted to assistant 
sales manager of the systems di- 
vision of the Canton, O., record 
systems and bank vault manu- 
facturer. 


To Introduce Hosiery Line 

September will see a national 
campaign by Spurgeon Hosiery 
Corp., Philadelphia, to introduce 
Dupliquette “Close-Up” stockings 
with darker foot and seam shades 

The consumer campaign, after 
initial trade advertising, will open 
with pages in Glamour and Vogue 
and expand to other magazines. A 
four-color booklet has been dis- 
tributed to retailers to aid their 
local promotion. Aitkin-Kynett 
Co. is the agency 


New Effinger Label Promoted 

A campaign to win recognition 
for its new label is being run for 
Effinger beer by Effinger Brewing 
Co., Baraboo, Wis. A radio spot 
teaser campaign announced the 
forthcoming new look, and begin- 
ning July 17, when the new labels 
were first used, the logo was dis- 
played in posters, display cards 
and in newspapers. Spots were 
again used. Madison Advertising 
Agency, Madison, is the agency 


Pemco Appoints Brindley-Roth 
Pemco Corp., Baltimore ceramic 
materials manufacturer, has ap- 
pointed Brindley-Roth, Detroit, to 
handle its advertising, merchan- 
dising, marketing and public re- 
lations, effective Aug. 1. Trade 
publications, direct mail and mer- 
chandising promotion aids will be 
used. Research and marketing sur- 
veys covering midwestern met- 
ropolitan centers are scheduled for 
Pemco’s Pottery Arts division. 


Buys All Squirt Voting Stock 


Herbert B. Bishop, president 
and co-founder of Squirt Co., Bev- 
erly Hills, has assumed control of 
100% of the voting stock of the 
soft drink company 


‘America Is Sold 
on ABC,’ Net Says 
in New Promotion 


New York, July 18—Looking 
ahead to the fall business season, 
American Broadcasting Co. has 
launched an intensive campaign to 
show that “America sold on 
ABC.” 

Newspapers in this market, 
business papers and ABC's own 
facilities are being used. Accord- 
ing to Mitchell De Groot, direc- 
tor of advertising, American's 
theme will be played with several 
variations designed to show that 
listeners are sold on ABC pro- 
grams, advertisers are sold on us- 
ing ABC's radio and video net- 
works, and ABC-advertised prod- 
ucts are big sellers 

The drive, as he has outlined 
it, is set for 13 weeks in New York 
newspapers, with the major busi- 
ness paper emphasis to come a bit 
later. Attention will be divided 
equally between radio and video 


Is 


radio ad will call atten- 
tion to eight or nine sponsored 
broadcasts which regularly de- 
liver the highest audience of any 
program on the air at that time 
Another AM ad will claim local 
loyalty preference for ABC, which 
says it has more in-the-market 
stations in the top 200 markets 
than any other network, thereby 
assuring a high local following for 
its programs 
| The network's ability 
|}liver key TV markets—ABC has 
}owned and operated video sta- 
| tions in New York, Chicago, De- 
| troit, Los Angeles and San Fran- 
cisco—will be emphasized. Ameri- 
|can will also claim an edge over 
the competition in the television 
| facilities department. Superior 
| production facilities in New York 
and Los Angeles enable ABC to 
| economize on the cost of elaborate 
telecasts, the network contends 
Mr. De Groot said the network 
|} spends about $400,000 a year in 
| magazinespractically all of 
which is paid for in air time. Ap- 
proximately the same amount 
goes into the regular newspaper 
schedule for company-owned sta- 
tions. Some 40% of this is secured 
through barter arrangements with 
| the papers. 


| 


e@ One 


to de- 


|}@ Latest innovation in newspaper 
technique at ABC is the use of a 
|100-line strip, running 20 lines 
each on five columns, right under 
| the radio-TV program listings 
|Now used regularly in the New 
| York Times and Herald-Tribune, 
this copy, which includes only the 
name of the program, sponsor, 
| time and station, has been highly 
| successful. 
| “This is a reminder which peo- 
ple can’t miss if they're looking to 
|}see what's available on radio or 
TV,” Mr. De Groot said. “This 
| feature advertising spot also has 
| been popular with our sponsors.” 

As a result, ABC will start using 
|the adjacent-to-listing strips for 
| its owned stations in other cities 
At the moment there are no plans 
for extending the “America Is 
| Sold on ABC” drive to other cities, 
although the theme will show up 
in regular small space advertis- 
ing, with appropriate additions 
such as and “Detroit is sold on 
WXYZ.” 

ABC's agency is Batten, 
ton, Durstine & Osborn 


Bar- 


NARTB Forms Legal Group; 
Swezey Is TV Standards Head 


The National Assn. of Radio & 
Television Broadcasters has form- 
ed a legal and legislative advisory 
committee to be headed by Frank 
U. Fletcher, co-owner of Station 
WARL, Arlington, Va 

Chosen to direct the group's tele- 
vision program standards commit- 
tee is Robert D. Swezey, v. p. of 
Station WSDU-TV, New Orleans 
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Fair Traders Rally on Some Fronts, 
Run into Danger on Several Others 


(Continued from Page 1) 
Johnson; John H. Breck Inc.; Coty 
and The Mennen Co. Sun- 
Corp. has signed individual 
contracts 

The investigation of Gimbel and 
Macy centered around the stores’ 
advertising claims, not around fair 
trade, although it was the fair 
trade controversy which  pro- 
voked the inspection of the long- 
standing claims that Macy sells 
“6% less” and “nobody—but 
nobody—undersells Gimbel’s.” 


Inc., 
beam 


for 


es No sooner had the news that 
FTC was investigating been pub- 
lished than 
of Macy, 


Jack Straus, president | 
intimated in a statement | 


that-—since the board of directors 
of the Better Business Bureau of , 
New York had several of Macy's 


The COURIER- EXPRESS 


SELLS 


WESTERN NEW YORK 
Because WESTERN N. Y. 
1S SOLD ON THE 
COURIER-EXPRESS 


ONE REASON is that in ad- 


dition to outstanding news 
coverage, this fine 


paper 
) carries a 


choice selection of 


i nationally known feature 


eee . ’ 
» writers and leading comics. 


| OUTSTANDING WRITERS 


: Drew Pearson Josephine Lowman 
Bugs Baer 

Robert C. Ruark 
Eleanor Roosevelt 
Hedda Hopper 
Alice Hughes 


_ Walter Lippman 
_ Ed Sullivan 

_ Joseph and 
Stewart Alsop 
‘Henry Mclemore 


THE PROOF is found in 


the fact that the circulation of 
the Sunday Courier-Express* 
is the largest in the eight 
Western New York counties 
which constitute the Buffalo 
market...and that the morning 
Courier-Express is widely rec- 
ognized as the best key to sales 
to those families with the 
most money to spend, 


* 290,348 ABC Audit, 9 30 50 


COLOR 
for Greater Selling Power 


Full color (two, three or four) 
available weekdays ... black 
plus one color, Sundays. 


BUFFALO 
COURIER 
EXPRESS 


Western New York's Only Morning 


and Sundey Newspoper 
REPRESENTATIVES 
SCOLARO, MEEKER & SCOTT 


It Gete Results Because It 
Gets Read Thorough|y 
J 


| contracts 


1“ 


competitors on  it—the action 
might have been inspired by com- 
petitive interest. 

John C. Wood, chairman of the 
bureau's board (and president of 
Brooks Bros. and De Pinna), 
promptly declared that (1) the 


bureau has a record of impartial-| 


ity and the suggestion is “an af- 
front”; (2) that Gimbel’s (a bu- 
reau member which has an officer 
on the board of directors) was al- 
so the object of the complaint, and 
(3) that Macy’s expressed a wish 
to rejoin the bureau several 
months ago provided the “bureau 
would state in writing that it 
would never concern itself with 
Macy's so-called policy _ state- 
ments.”’ The bureau refused. 


Mr. Wood 
York re- 
going to be permitted 
advertised statements 


e “The question here,” 
said, “is whether New 
tailers are 
to make 


which are inaccurate or mislead- | 


and unfair to 
business—both 


ing to the public 
responsible 
and small.” 

In the Hamilton Watch vs. 
Klein case, Hamilton moved for 
an injunction’ restraining the 


large| man, 
- | said flatly 
S. | 


competitive retail areas. The cost 
of a price war in one part of A&P’s 
40-state area of operations was 
thus borne by consumers in other 
portions of the area.” 


s The fair traders found this con- 
tention strangely contradictory in 
the light of what the department 
says about fair trade, whose ex- 
ponents argue it saves retailers 
and consumers from the devasta- 
tion of price wars. 

The Bureau of Education on 
Fair Trade, set up by the National 
Assn. of Retail Druggists and drug 
manufacturers, announced it will 
continue for another year, with a 
budget of about $120,000—as in 
previous years. Probably more at- 
tention will be paid to local group 
activity—there is some talk of 
putting out bureau “field men” for 
the first time—and less to nation- 
al activity, for budgetary reasons. 
There will be intensified work 
with business men, to drive home 
the importance of fair trade to 
the “2,000,000 small business men 
in America for whom the exist- 
ence of fair trade is a matter of 
life and death.” 


@ In Los Angeles, Irving A. Kath- 
sales v. p. of Eversharp Inc., 
that “when Eversharp 
deliveries to Macy’s, all 


cut off 


| we did was to sound the alarm... 


store from selling watches carry-| 


unless 
them, 


ing the name “Hamilton” 
Hamilton Watch made 
vertising those 
watches in boxes or packages with 
ihe Hamilton name when Hamil- 
ton hadn’t made the parts, and 
representing that the Hamilton 


. ad- | trade agreements. One adverse de- 
watches, delivering | 


guarantee certificate is applicable | 


to the watches sold by 
Also, that the watches were being 
sold at half Hamilton’s fair trade 
price when “the watches are not 
those to which the manufacturer's 
fair trade prices relate.” 

A preliminary hearing was set 


for July 17, but was postponed at 
Klein’s request to July 20, and 
indications were that it might 
never reach court action. 
@ Elsewhere in the fair trade 
field: 

Calvert Distillers Corp. reaf- 


firmed its belief in fair trade with 
the issuance this week of a 24- 
page booklet. 
for Fair Trade,” written by Pres- 
ident W. W. Wachtel. The booklet 
is being distributed by the com- 
pany to 100,000 liquor retailers “to 
encourage voluntary compliance 
with the company’s fair trade 
by promoting a sound 
knowledge among dealers of the 
economic and social implications 
of fair trade.” 

Calvert v.p. Walter F. Terry 
pointed out that the company’s 
fair trade enforcement till now has 
been primarily through salesman- 
ship rather than courts and there- 
fore the Schwegmann decision 
should not have too much influ- 
ence. The booklet points out that 
actually the court did not declare 


S. Klein. | 


Eversharp is in this fight to the 
finish. ..[we] will refuse delivery 
to any store that violates fair 


cision against fair trade, which 
we know to be right, cannot kill 
a system which works to the best 
interests of the consumer. We will 
look for, and we will work for, a 
reversal of that insidious deci- 
sion...” 

In Congress, 


meanwhile, were 


| three bills, two aimed at amending 


invalid the 45 state non-signer 


| clauses enacted by representatives | 


of millions of people.” 

“We do not believe that fair} 
trade is dead by any means,” Mr. | 
Terry said. “We furthermore be-| 
lieve in it as a business practice 
for our company.” 


' 
| 
e The American = Fair beat 
Council gleefully picked up a 
sentence out of the annual report 
of the U. S. Attorney General. 
Speaking of the Department of 
Justice case against A&P, the re- 
port said: “The courts found that 
A&P used these discriminatory 
preferences and rebates and prof- 
its from A&P’s extensive manufac- 
turing operations to finance local 
price wars aimed at expanding 
A&P’s retail sales in selected mar- 
kets. A&P recouped temporary 
losses sustained in these below- 
cost sales campaigns by charging 
consumers higher prices in less 


the Miller-Tydings amendment so 
as to again bind non-signatory re- 
tailers to contracts, and one aimed 
at wiping out the amendment al- 
together. 


Lists Free Lancers’ Markets 

The June issue of Writers’ Mar- 
kets & Methods appeared in a new 
pocket size and featured a list of 
trade publications in the free-lanc- 
er’s market. 


| Railroad A. M.s to Meet 
“150 Million Reasons | 


The Assn. of Railroad Advertis- 
ing Managers will hold its an- 
nual convention in St. Louis, Jan. 
25, 26, 1952. 
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Wank & Wank, Roland Hauck Groups Merge 


San Francisco, July 18—Roland 
Hauck, head of Roland Hauck 
Groups, and Melville E. Wank, 
president of Wank & Wank, have 
merged their two agencies, retain- 
ing the name Wank & Wank. 
Headquarters of the new organi- 
zation is at 425 Bush St. here. Mr. 
Wank and Mr. Hauck will operate 
the agency as partners. 

Wank & Wank celebrates its 
25th anniversary this year. Cur- 
rent accounts include Armco 


M. E. Wank 


R. L. Hauck 


Drainage & Metal Products, Chans- 


lor & Lyon Co., Cutter Labora- 
tories, Schlage Lock Co. and 


Wooden Box Institute. 

Among Roland Hauck Groups’ 
accounts brought into the new 
agency are Beaulieu Vineyard, 
British Motor Car Co., Half-Moon 
Fruit & Produce Co., Galard 
Slonaker Productions and Bonner 
Packing Co. 

e Prior to operating his own 
agency, Mr. Hauck was at Batten, 
Barton, Durstine & Osborn as 
chief account handler on Stand- 
ard Oil, and was for 21 years with 


J. Walter Thompson Co. as copy- 
writer, group head and head of 
the Pacific Coast plans and edi- 
torial department. 

In explaining the merger, Mr. 
Wank said the agency has adopted 
the creative group system of op- 
eration. “Under the continuing de- 
mand for more and more compre- 
hensive creative service, small and 
medium size agencies must find 
new ways to broaden their serv- 
ice without losing the close re- 
lationship that their greatest 
professional asset,” he said. 

“As a realistic solution, we are 
now developing specialized cre- 
ative groups, one for each account 
or group of related accounts, with 
strict cost accounting of their 
work.” 


1S 


National Publicity Inc. Opens 
National Publicity Inc., Chicago, 
new public relations concern serv- 
ing sports and industrial accounts, 
has opened offices at 111 W. Wash- 
ington St. Joseph Petritz, formerly 
publicity director of the New York 
Yankees football club, heads the 
organization as general manager. 


Robert Williams Joins WSGN 


Robert D. Williams, formerly 
program director and manager of 
Station KMUW, Wichita, Kan., has 
joined Stations WSGN and WSGN- 
FM, Birmingham, Ala., as program 
director. 


Shoemaker Named Buda V. P. 


L. F. Shoemaker, sales manag- 
er of Buda Co., Harvey, IIL, has 
been elected a v. p. of the gasoline 
and diese] engine concern. 
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General Mills Tries 
Two Tests Involving 
Tie-Up with Curtiss 


MINNEAPOLIs, July 20—Re- 
sourceful Betty Crocker, never at 
a loss for novel food combinations, 
has now concocted cookies from 
candy bars and her own Party 
Cake mix, and has passed the news 
along to her Bisquick friends. She 
is also sharing her secret, via 
newspapers, in four test markets— 
and the candy bars are free to ex- 
perimenters. 

Ads in Chicago ard Oklahoma 
City papers this morning offer 
three Curtiss Candy Co. Coconut 
Grove bars, normally 10¢ each, in 
exchange for a coupon packaged 
with new Betty Crocker Party 
Cake mix. Copy hints of a maca- 
roon-like cookie that can be made 
from the two products and an egg. 
The recipe is inside the package. 

Atlanta and Des Moines are 
learning that a bar cookie. can be 
made from Bisquick and Coconut 
Grove bars. The same deal is of- 
fered. 


a A pioneer in joint promotion, 
having temptingly combined meat, 
dairy goods and fruit with ity flour 
products in advertising since early 
1948, General Mills, Betty Crock- 
er’s employer, was also among the 
first to make free offers of related 
products in its own advertising. 
This program began with a point 
of purchase tie-up between Crust- 
quick and Kre-Mel lemon pie fill- 
ing. 

Since then similar experiments 
have been tried, and the salient 
rule derived from this experience, 
AA learned from General Mills 
this morning, is that there must 
be a close complementation be- 
tween the items offered together. 

General Mills’ policy is not to 
take advantage of special deals 
with products moving slowly or 
seeking to expand their markets, 
merely for the sake of the deal. 
Unless the items make a unity in 
combination, AA was told, the 
resulting diffusion of consumer in- 
terest will soften the effect of the 
offer. 


@ Backed up by the sales and ad-| 
vertising know-how gathered from | 
its past tie-ups, and Betty Crock-| 
er’s ingenuity in her Minneapolis | 
testing kitchen, General Mills is 
completing arrangements for! 
forthcoming combinations. The 
company would not give details! 
of products and media plans at| 
this time. 

The current candy bar tie-up, 
which is solely General Mills’ ad- 
vertising, is being promoted 
through newspapers, although cut- 
ins on its radio and TV shows will 


be used later. Depending on its 
success in the test markets, the 
deal will be expanded to other 
cities. 


Dancer-Fitzgerald-Sample, New 
York, handles Betty Crocker cake 
mix advertising. Knox Reeves Ad- 
vertising here is the agency for 
Bisquick. 


Dividend Payments 
Are Up 11% Over 
‘50: Commerce Dept. 


WASHINGTON, July 19—Cash div- 
idend payments of U. S. corp- 
orations issuing public reports 
amounted to $2,500 million for the 
first five months of 1951, accord- 
ing to U. S. Department of Com- 
merce figures released today. This 
is about 11% higher than the $2,- 
264 million paid out during the 
same period last year. 

All the broad industrial groups 
registered increases during the first 
five months. The largest relative 
increase, 36%, occurred in rail- 
roads, where disbursements rose 
from $80,000,000 to $110,000,000. 

Two carriers accounted for this 


oe el 


Last Minute News Flashes 


Stromberg-Carlson Plans Fall Magazine Drive 

New York, July 20—Stromberg-Carlson Co. will return to large 
scale. magazine advertising in the fall, with fractional and full pages 
in American Home, Better Homes & Gardens, House Beautiful, House & 
Garden, Life, National Geographic Magazine, Newsweek, The Satur- 
day Evening Post, The New Yorker and Time. Its drive in local TV 
markets, largely through newspapers, will continue. Federal Advertis- 
ing Agency handles the account. 


Canada Dry Again Seeking Bottlers 

New York, July 20—Canada Dry Ginger Ale Inc. is again soliciting 
additional franchise bottlers, after a two-year period in which the 
U.S. license department devoted its efforts to developing and con- 
solidating the 100 new bottlers added in 1948 and 1949. Franchise ter- 
ritories, which include almost all areas not directly served by existing 
plants (which now serve about 55% of the population), are available 
to “independent bottlers of established merit, who are not exclusively 
committed to another franchise,” as well as new capital. 


Deering Schedule Set for Milium Fabrics 


New York, July 20—Deering, Milliken & Co. will launch its fall 
campaign for Milium, metal-insulated fabrics, in August issues of 
Charm, Harper’s Bazaar, New York Times Magazine, Parents’ Maga- 
zine and Vogue. Other magazines to be used through November include 
Esquire, Mademoiselle, Good Housekeeping and Time. In addition, 
Milium-lined fall styles will be televised as fashion news on women’s 
programs in major cities. Young & Rubicam is the agency. 


Ad Council to Help Flood Relief Victims 


New York, July 20—In response to an appeal yesterday by the 
American Red Cross, the Advertising Council decided today to assist 
in the campaign aimed at obtaining $5,000,000 in public donations for 
victims of the midwestern floods. The council has prepared fact sheets 
for radio and TV networks, which will broadcast appeals. Various ad- 
vertisers are being asked to cooperate by setting aside time. 


Time's Gross Up, Earnings Down for Six Months 
New York, July 20—Time Inc.'s first half net earnings dropped to 
$3,263,100 compared with $5,041,600 for the comparable period in 1950, 


Roy E. Larsen, president, will tell stockholders next week. Revenues, | 
$70,599,900 compared | 


less commissions and discounts, showed a gain 
with $65,148,700. This was less than the rise in 
against $57,449,200—in the like period last year. Provisions for foreign 
and federal income taxes totaled $3,520,100 compared with $3,158,500 
in 1950. 


Sears May Sell Henry J]; Other Late News 


e@ Sears, Roebuck & Co. has had discussions with Kaiser-Frazer Corp. 
concerning a “very limited” sales test program for the Henry J car 
No agreement has been reached for Sears to sell the Henry J. 

e Henry Christal has resigned as secretary-treasurer of Edward Petry 
& Co., New York, radio-TV station representative. In June the New 
York state court of appeals ruled in favor of Edward Petry, president 
and 51% owner of the company, in a protracted dispute with Mr. 
Christal, also a stockholder, over control of the company. Mr. Christal’s 
future plans were not ascertainable at press time, but he is expected to 
remain in the representative field. 

e Walker Hamilton, executive v.p. and general manager of Riegel 
Paper Co., New York, has been elected president, succeeding John L. 
Riegel, who becomes chairman of the board and wil! continue as the 
principal executive officer. 

e@ Isbrandtsen & Sons, New York roaster and packer of 26 Brand 
coffee and tea, has appointed Robert Hilton Co. Newspapers, radio and 
outdoor will be used for Isbrandtsen, previously serviced by Cowan 
& Dengler. 

@ Celomat Corp., New York manufacturer of television lenses and 
color convertors, has switched its account from Peck Advertising to 
Art Copy Advertising. 


e Procter & Gamble, in its first network radio buy for Cheer, will 
sponsor “Lorenzo Jones” over NBC starting July 23 at 5:30 p.m., EDT 
Young & Rubicam is the agency. This dail; serial was dropped by P&G 
in mid-June in favor of “Backstage Wife.’ 


relatively sharp increase by pay- 
ing out a $16,000,000 on arrears 
dividend and a $4,500,000 extra 
dividend, respectively. 

The continuance of customary 
dividend rates per share upon ex- 
panded capitalizations was a factor 
in the 15% increase in cash div- 
idends paid out by the communica- 
tions industry. 


cial” dividends paid out early in 
1950, but as yet unmatched in 1951. 


NARTB Group Sets 
Meeting to Draft 
Video Standards 


WASHINGTON, July 20—The Na- 
tional Assn. of Radio & Television 


@ A 15% step-up in dividend dis- Broadcasters’ television program 


costs—$64,362,800 | 


bursements by the mining indus- 
tries can be traced to dividend 
rate-per-share increases, the de- 
partment states. 

The largest gain in the manu- 
facturing section occurred in the 
automobile industry, which paid 
out 27% more than the $118,000,- 
000 disbursed in 1950. Iron and 
steel, paper and printing, nonfer- 
rous metals, and miscellaneous 
manufactures showed gains rang- 
ing from 11% to 20%. 

Moderate declines—just under 
5%—were registered by corpora- 
tions in the food, beverage, tobac- 
co, and electrical machinery in- 
dustries. These declines, the re- 
port points out. were caused in the 
main by large “extra” and “spe- 


standards committee will hold its 
first meeting here July 36. 

The meeting takes place just 
five weeks after the nation’s tele- 
vision broadcasters met here and 
agreed unanimously that proposed 
TV standards would be drafted 

The following NARTB head- 
quarters executives will meet with 
the committee, which is composed 
of both board and non-board mem- 
bers of NARTB-TV and two net- 
work members: Harold E. Fellows, 
president of NARTB; C. E. Arney 
Jr., secretary-treasurer; Dr. Ken- 
neth H. Baker, director of research; 
Thad H. Brown Jr., manager and 
counsel of NARTB-TV, and Rob- 
ert K. Richards, director of public 
affairs. 


CAUSE AND EFFECT—Cluett, Peabody & 

Co.'s inside front cover page in The Satur- 

day Evening Post last week made its point 

with 12 little words. Young & Rubicam is 
the agency. 


Admen Called Upon 
to Help Promote 
Universal Amity 


Lonpon, July 17—Here is the 
text of the resolution adopted at 
the final session of the Internation- 
al Advertising Conference which | 
closed here Friday: 

“This international conference | 
lof advertising men and women, | 
held in London July 7-13, 1951, at-| 
tended by 2,824 delegates from 38 
nations of the free world, 

“Having considered the common 
| problems and tasks now confront- 
ing all those in all free countries 
engaged in advertising, 


“Records its deep sense of re- 
| sponsibility of all those so en-| 
gaged arising from the great de- | 
velopment of advertising, the 
| elaboration of its techniques, and | 
je widened scope of its functions | 
} 


in modern society, and 


s “Declares its resolve as follows: 

“1. Advertising can and must be 
increasingly used in every coun- 
try to help in promoting world 
trade and better international un- 
derstanding; its use for the ad- 
vancement of selfish national ends 
in contrary to the spirit of this dec- 
laration; } 

“2. Advertising in every country | 
must seek its primary justifica-| 
tion in service to the consumer by 
promoting knowledge, helping to 
reduce the costs of production and 
distribution and helping to raise 
the standard of living; 

“3. Unceasing vigilance is re- 
quired of all advertising men and 
women to maintain and advance 
high standards of ethics and prac- 
tice; the principle of truth in ad- 
vertising, proclaimed by the first 
International Adveriising Confer- 
ence at Wembley in 1924, is reaf- 
firmed; 

“4. Advertising in all its branches 
needs men and women of high 
character and training; the associ- 
ations and clubs in every country 
have a vital part to play in rais- 
ing the standards of education and 
recruitment so that the future of 
| advertising may be in good hands. 

“The conference, in the spirit of 
its discussions, and accepting the 
challenge of these times, calls upon 
the associations and all advertising 
men and women in all countries to 
take action to make a reality of 
this declaration. It further stresses 
the need to develop international 
contacts to the end that advertising 
may yield its maximum service to 
each national community and to 
the world.” 

.Reports of various sessions of 
the conference are on Page 56.) 


ABC Promotes La Tourette 


In addition to his post as head 
of the news and special events de- 
partment of the American Broad- 
casting Co.’s western division ra- 
dio network, Frank La Tourette 
has taken over a similar task for 
television. 


Coy Sees End of 
Video Freeze by 
Late September 


chairman Wayne Coy told a Sen- 
ate interstate commerce committee 
today that the freeze on new tele- 
vision station construction, in ef- 
fect since Sept. 30, 1948, may be 
lifted by the end of September 
Some new stations, he said, may 
be in operation by Labor Day, 
1952. 


The FCC approved a _ proposal 


|last Friday by the National Assn 


of Radio & Television Broad- 
casters which would eliminate the 
lengthy formal oral hearings on 
the allocation of TV channels by 
substituting written comments by 
the commission, thus loping off 
several months in the timetable 
for lifting the freeze. 

There still remain some 1,200 
applicants yet to be heard by the 
commission, Mr. Coy said, but he 
expressed hope that the alloca- 
tion hearings would be completed 
by the latter part of September. 


e Mr. Coy told the Senate com- 
mittee that within five years after 
the freeze there will be 1,500 TY 
stations on the air and within tem 
years, he said, there should be 
2,500 stations in operation. Cities 
having only one station or none 
at all will receive preference when 
the freeze is lifted, he asserted, and 
the National Production Authority 


| will be asked to approve the cons 


struction of new stations. 


FTC to Report on 
Wholesale, Retail 
Profit Patterns 


WASHINGTON, July 18—The Fede 
era] Trade Commission is widen¢ 
ing its studies of the financial op¢ 
erations of business to includé 
wholesaling and retailing, as well 
as manufacturing, FTC chairman 
James M. Mead said today 

In a prepared statement filed 
with the House subcommittee om 
the study of monopoly power, hé 
said FTC studies, which have here- 
tofore covered profit data of man- 
ufacturing industries on a quar- 
terly basis, are now being ex- 
tended to other segments of busi- 
ness. He added that FTC will also 
start collecting separate figures 
on certain important elements of 
the cost of goods sold, such as la- 
bér and materials. Heretofore, 
only profits were reported. 

Mr. Mead urged that govern- 
ment make full use of its avail- 
able legal powers to protect com- 
petition, safeguard small business 
and halt undue concentration of 
economic power 

There danger, he that 
certain defense production policies 
may tend to have the opposite ef- 
fect, and thereby foster monopoly 


is said, 


American Chicle to SSC&B 

American Chicle Co., New York, 
has appointed Sullivan, Stauffer, 
Colwell & Bayles to handle ad- 
vertising for Dentyne, Beeman's 
Pepsin, Chiclets and other chew- 
ing gums and Sen Sen. Badger 
and Browning & Hersey formerly 
had these accounts. Dancer-Fitz- 
gerald-Sample will continue as 
agency for Crawford's cough gum 
and Clorets bad breath preven- 
tive 


Riverside Promotes Dennison 

Alfred G. Dennison has been 
promoted from assistant sales 
manager to general sales manager 
of Riverside Metal Co., Riverside, 
N. J. He succeeds Fred M. Shelley 
Jr.. who returns to his former 
post as district manager of the 
Newark territory 
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4NBC TV Shows 
Being Sold for 
Full 39 Weeks 


New York, July 20 
has come a long way in one vear 
During the 1950-51 Na- 
tional Broadcasting Co. helped pay 
the talent costs of such top TV ex- 
travaganzas as the “Colgate Com- 
Hour” and the “Show of 
Shows.” 

Advertisers who 
and other similarly 


fall 


Television 


season, 


edy 


these 
high-budgeted 
will re- 


sponsor 


programs this be 


quireg to sign a firm contract of 
at least 39 weeks’ duration. This 
of course, represents quite a 


change from the standard practice, 


carried over from radio, of 13 
weeks’ cancelation privileges for 
sponsors 

So far NBC is asking for, and 


Phone: BILL KAPCHE 
WH 4-5355 for reservations 
Tee off 8:00 A. M. 


courtesy 


This. sence 


ce, Int. 
nae 


First ia 


estity photoengraviet 


getting, yearly non-cancelable 
sponsor commitments for four 
shows, but there is no reason to 


think that the practice may not be 
gradually extended to include 
other expensive network-produced 
packages 


@ Colgate-Palmolive-Peet Co. 
(through Sherman & Marquette) 
signed a 44-week pact for the 
Sunday night “Comedy Hour,” 
with Dean Martin and Jerry Lewis, 
Eddie Cantor, and others alter- 
nating as stars 

Another in this required firm- 
contract group is already a sell- 
out. Sid Caesar and Imogene Co- 
ca’s “Show of Shows,” with Ever- 
sharp Inc. (Biow Co.) having 
signed to alternate in the last half- 
hour with Lehn & Fink, has no 
availabilities. Others pre- 
viously set for the program: Camel 
for a half-hour and Benrus, SOS 
Co. and Minnesota Mining & Mfg. 
Co, for one-minute participations. 

Talent costs per 30 minutes of 
this show will be approximately 
$26,000; time charges, of fall, 
will run around $25,000 per half- 
noul 

Also coming under the new re- 
quirement is the “All Star Revue,” 
which moves in as a part of the 
Saturday night lineup in Septem- 
ber. The plan is to have three co- 
sponsors, with each getting feature 
sponsor billing every third week. 
Snow Crop Marketers division, 
Clinton Foods (Maxon Inc.), this 
week signed to participate in this 
telecast, which will rotate Jimmy 
Durante, Ed Wynn, Jack Carson, 
and Danny Thomas in the starring 
spot 


more 


as 


@ (In March, Snow Crop dropped 
out of “Show of Shows,” with the 
explanation that Saturday night 
was not a good time to advertise 
frozen food products. At the same 
time the company started carrying 
movies on a spot in most 
available video markets. This show 
is expected to be continued when 
Snow Crop returns to network TV 

on Saturday night again—in the 
fall.) 

Pet Milk Sales Corp., a carry- 
over from last year, also is set for 
the “All Star Revue,” which has 
a talent-production budget of ap- 
proximately $60,000 weekly. 

Kate Smith, who will fill the 
old Wednesday time peried for- 
merly occupied by “Star Revue,” is 
another 39-weeks-or-else attrac- 
tion. Two advertisers—Norge and 
Congoleum-Nairn—are lined up as 
bi-weekly advertisers of 30 min- 
utes of her hour evening show. 

NBC's explanation for the 39 
weeks request: The creative staff 
can produce more effectively if 
given some assurance of sponsor 
continuity 


basis 


KTLA Rates Rise Sharply: 
Time Classes Shift 


Station KTLA, Paramount Tele- 
vision Productions outlet in Los 
Angeles, has announced major rate 
increases effective Aug. 1. A Class 
A hour will cost $1,250—two- 
thirds more than the current $750. 

An hour of Class B time, which 
formerly cost $560, will jump 
about 12% to $625. A 60-second 
Class A spot will cost $250 in- 
stead of $175; for Class B the 
rate will go from $110 to $125. 

Concurrent with the rate change, 
Sunday time from noon to 6 p.m 
will shift from Class A to B. 


Everett B. Harvey Retires 

Everett B. Harvey, publisher 
and business manager of the New 
Haven Journal-Courier, has re- 
tired from active participation on 
the paper, but will remain as a 
director of the Carrington Pub- 
lishing Co., owner of the Journal- 
Courier. 


Tanner Joins Ruse & Urban 

Bettie Tanner, formerly with 
Stations WXYZ and WXYZ-TV, 
has been named publicity direc- 
tor of Ruse & Urban, Detroit agen- 
cy. 


jin the period declined 16.5%, 


AD FUN—Althcugh Pageant accepts no advertising, the mago- 
zine’s August issue will use four pages of Ethyl Corp. ads as an 
editorial quiz feature. Illustrations ore from the Ethyl 


@ powerful difference. . .” 


series, designed to emphasize the dif- 


‘There's Time since May, 


Ethyl’s agency 


1950. Batten, 


ference between Ethyl and other gosolines. The theme has been 
used in Collier's, Life, Look, The Saturday Evening Post and 


Barton, Durstine & Osborn is 


Burlington to Test 
Its Faith in Rayon 
with 100 New Styles 


New York, July 17—Burlington 
Mills Corp. will present more than 
100 new styles of rayon suitings 
for next spring, Joseph Golden, 
manager of the company’s men’s 
wear division, said today. 

The company, according to Mr. 
Golden, is demonstrating its faith 
in rayon and acetate fabrics by 
expanding its line of men’s and 
boy’s suits, slacks and sportswear 

Quoting from Bureau of the 
Census figures, he said production 
of rayon summer suits has risen 
from 800,000 in 1947 to 2,322,700 
in 1950. This represents a gain 
of 190% in three years, which 
was made in the face of a 10% 
decrease in total sales of suits, he 
pointed out 

Increasing popularity of rayon 

suitings, he said, has made a 
larger market for summer suits, 
and the total production of light- 
weight garments has_ increased 
from 3,991,000 in ‘47 to 4,601,000 
in 50. 
@ Worsted summer suits in the 
same period, he said, declined 
from 2,891,000 units to 2,278,400, 
a loss of 21%. Rayon slacks pro- 
duction showed a gain of 89.6% 
in 1950 over 1946. In 1950, 20,624,- 
700 pairs of slacks were made, 
with the total in all fabrics amount- 
ing to 42,318,800. Worsted slacks 
but 
the greatest inroad made by ray- 
on was in the cotton slacks mar- 
ket. Production of cotton slacks 
between 1946 and 1950, he said, fell 
from 8,026,000 to 2,567,000. 

Burlington’s new rayon suitings 
will be ready for delivery in 
September or October, Mr. Golden 
said. Fourteen-ounce _ suitings 
will be included in the new line, 
the first time that the heavier 
rayon fabrics have been included 
in a spring line. 

Pricing under Office of Price 
September or October, Mr. Golden 
be completed, Mr. Golden said. 


Olian Agency Advances Two 

James O'Neal, media director of 
Olian Advertising Co., St. Louis, 
has been promoted to senior ac- 
count executive. He is succeeded 
as media director by Alice Mc- 
Donough, formerly his assistant. 


Mosler Names Harshe-Rotman 
Mosler Safe Co., New York, has 

appointed Harshe-Rotman to con- 

duct a public relations program. 


GEORGE LIVERMORE 

Boston, July 17—George G. 
Livermore, circulation manager of 
Open Road for Boys and manager 
of Open Road Subscription Serv- 
ice Inc., died suddenly of a heart 
attack July 3 while vacationing at 
Wellfleet, Mass 

After graduating from Williams 
College in 1910, Mr. Livermore be- 
gan a long career in magazine 
work. He served with American 
Boy, Boys’ Life, Child Life, Mod- 
ern Priscilla, Outdoors and Youth’s 
Companion as well as Open Road 
for Boys. He was also the author 
of numerous short stories and of 
two books, “Take It from Dad” 
and “Team Play.” 


DAVID W. GRIMSHAW 

SPRINGFIELD, Mass., July 17—Da- 
vid W. Grimshaw, 54, merchandis- 
ing manager in the advertising de- 
partment of the three newspapers 
published by Springfield Newspa- 
pers, died July 14 of a heart at- 
tack. Born in Reading, Pa., he was 
graduated from Northwestern Uni- 
versity. He joined the Springfield 
Newspapers immediately after 
World War I. 


GEORGE Z. BARNES 

Peoria, ILL., July 17—George Z. 
Barnes, 50, president and publish- 
er of the Peoria Star, died here 
yesterday. Mr. Barnes also had 
practiced law here since 1925 and 
was active in Republican politics. 


MARTIN GREEN 

New York, July 17—Martin 
Green, president of the Green-Lite 
Sign & Sales Co., died of a cere- 
bral hemorrhage here on July 
14. Mr. Green, 58, had headed 
Green-Lite since its founding in 
1945. 


KENNETH H. WARD 
TerRRE Haute, INnp., July 17 

Kenneth H. Ward, 47, v. p. of Pol- 
lvea Inc., died July 10. He had 
served with the agency for the 
past two years. Mr. Ward pre- 
viously served in Chicago with 
Morris F. Swaney Inc., Montgom- 
ery Ward & Co. and Schoenfeld, 
Huber & Green, and in Milwaukee 
with Allis-Chalmers Mfg. Co. 


LAURENCE F. STEELE 

Totepo, July 17—Laurence F. 
Steele, advertising manager of 
American Floor Surfacing Co. 
here, was drowned when he fell 
overboard from his motor boat 
July 4. Mr. Steele, who was 40, 
had served as ad manager of the 


company for 15 years 


JUSTIN BARRY 

CHEROKEE, Ia.. July 17—Justin 
Barry, 78, publisher and president 
of the Cherokee Times, died Sun- 
day of a heart ailment. He had 
published the daily since 1915. 


Rochester Sales Execs Elect 

Edwin G. Bauer, branch man- 
ager of National Cash Register 
Co., has been elected president of 
the Rochester, N. Y., Sales Ex- 
ecutives Club. Other officers 
elected are: Andrew C. Freimann, 
general sales manager of Delco 
Appliance, Ist v.p.; Walter G. 
McKie, manager of Rochester Gas 
& Electric Corp.’s domestic sales 
department, 2nd v.p., and Austin 
L. Miller, manager of International 
Business Machines Corp.'s ac- 
counting machine division, treas- 
urer. 


To Probe Laundry Market 


Research into laundry market- 
ing problems is under way at the 
University of Illinois, Champaign. 
In cooperation with the American 
Institute of Laundering, Joliet, the 
U. of I. marketing faculty and 
students will work to develop ad- 
vertising, promotion and_= sales 
ideas for the institute’s members. 


KCBD Now Employe Controlled 

Personnel of Station KCBD, 
Lubbock, Tex., have acquired 95% 
of the stock of the parent Caprock 
Broadcasting Co. Joe H. Bryant, 
president, owns controlling in- 
terest. Other employes interested 
are: Robert L. Snyder, v. p. and 
treasurer; George Tarter, commer- 


cial manager, and Frank Lee, 
chief engineer. 


PR Firm Now in Washington 
Dudley, Anderson & Yutzy, New 

York public relations concern, has 

opened Washington offices in the 


Cafritz Bldg. Martin C. Powers, 
account executive in Boston, has 
been shifted to Washington to 


head the office. 
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Public Relations as Ad Substitute 
for Department Stores Hit by Hess 


Allentown Store Head 
Scores PR Men for 
Suggesting Budget Cuts 


New York, July 17—Public re- 
lations at the expense of an ad- 
vertising appropriation is not for 
Max Hess Jr., president of Hess 
Bros. department store, Allentown, 
Pa. 

Mr. Hess, speaking before the 
New York Sales 
Executives Club 
today, told how 
he walked out on 
one of the lead- 
ing public rela- 
tions men in the 
U.S. after the 
latter proposed 
taking 25% of the 
Hess ad appro- 
priation and di- 
verting it into 
public relations. 

“Why can’t some of these ex- 
perts understand that the exper- 
ience of the past century has 
taught American business men that 
there is no substitute for direct 
newspaper advertising, for radio, 
television and magazine advertis- 
ing?” Mr. Hess asked. 

“As a matter of fact, in times 
like these,” he continued, “you 
must continually advertise your 
wares and advertise in newspa- 
pers, magazines, radio and TV- 
every medium that reaches every 
home in the quickest possible way. 


Mox Hess Jr. 


@ “I say as a retailer to other re- 
tailers and as a retailer to manu- 
facturers—you can’t afford to cut 
down on your newspaper adver- 
tising.” 

Then, returning to the p.r. 
man’s proposal for “charts, pam- 
phlets and movies,” Mr. Hess said: 
“They're all good. But you can't 
sacrifice your advertising budget 
for any one or all of them. Ad- 
vertising has and will always sell 


of cookies from 300 
dozen cookies per 
week to 1,494 dozen; — 
of popcorn, from $237 
_ in weekly volume — 
to $1,158, when they 
pushed for Pacifig 
Coast business on. 
THE HOUSEWIVES’ 
” PROTECTIVE LEAGUE 
Most sales-effective 
participating show — 
anywhere! 


merchandise.” 

In Mr. Hess’ view, “a _ high- 
toned, non-selling public relations 
campaign designed only to win 
prestige may be an excellent idea 
—but only when it’s done in ad- 
dition to, and not at the expense 


of, direct advertising and sales 
publicity. 
“This desire for ‘prestige,’ by 


the way, has given many a public 
relations expert a field day. Some 
firms, you may have noticed, have 
been emphasizing their prestige to 
such a degree that they seem to 
be in the prestige business. 


@ “Their actual products, what- 
ever they are, seem to have be- 
come mere by-products. You read 
their literature and they say, ‘Look 
at the fine new plant we've just 
built. Look at the splendid pension 
system we've installed for our em- 
ployes.’ Down at the bottom, in 
fine print, they add, ‘Makers of 
such-and-such a product.’” 

Mr. Hess conceded, however, 
that manufacturers and retailers 
are justified in striving for prestige 
and admitted its importance. 

“In fact,” he said, “our store 
spends thousands every year to 
maintain prestige. We participate 
in civic activities. We run institu- 
tional editorials in local newspa- 
pers. We make all sorts of civic 
and business awards. But at no 
time have we lopped a single pen- 
ny off our direct advertising and 
sales promotion to do these things. 
They must be above and beyond 
advertising, publicity and sales 
promotion—and the public rela- 
tions expert who refuses to recog- 
nize this ought to come down out 
of his ivory tower and do a per- 
sonal survey—for the good of his 
soul.” 


@ Mr. Hess told the sales execu- 
tives that American department 
stores spend about 5% of their 
gross income on direct sales pub- 
licity. This amounts, he said, to 
about $525,000,000 annually. 

“Out of every publicity dollar, 
we put 54¢ into newspaper adver- 
tising,” he added. “Fifteen cents 
goes into display, 3¢ into mail ad- 
vertising, 3¢ into radio and tele- 
vision. We find that 75¢ out of 
every dollar goes to tell our cus- 
tomers exactly what we have to 
sell. And by this concentration on 
direct advertising, the department 
stores of America have built up 
a $10.5 billion a year business. 

“That is why, when a public re- 
lations adviser tells me to cut ad- 
vertising costs, I tell him to go 
back and study his figures. The 
kind of public relations programs 
a sales executive needs are not the 
kind that try to set themselves up 
as a substitute for advertising. 
There is no substitute for direct 
advertising.” 

Mr. Hess declared: 

“The instant our advisers feel 
that basic advertising and sales 
promotion are of minor impor- 
tance—that it’s more urgent to 
talk about a firm’s history than to 
advertise what it has to sell—that 
you should cut down on advertis- 
ing budgets to speak of other things 
—then I say such public relations 
are blind to their principal goal. 
And I say such public relations be 
damned.” 


s In the course of his speech, Mr. 
Hess referred to the bad slump 
experienced in TV set sales during 
the past year. He said he was in- 
clined to blame public relations 
men for the situation, saying they 
failed to come up with any real 
solution. 

“One genius suggested giving a 
free lamp with every big set. An- 
other offered a raffle ticket on a 


trip to Bermuda with every com-_ 


BALLOONS FOR PABST—Three 10° balloons carry a giant Pabst 
Bive Ribbon beer bottle on the first of a series of spectacular 


painted bulletins, by Pacific Outdoor Advertising, to appear in 
the Los Angeles market for Pabst Sales Co. 


bination TV-phonograph pur- 
chased. A third counseled that the 
sets be equipped with portable 
bars. They did everything, in fact, 
except advise manufacturers to 
provide the kind of sets the public 
was willing to buy.” 

The department store executive 
said that virtually all TV com- 
panies promoted huge combina- 
tion sets at a time when the only 
kind of set that would move was 
“low-price, table models.” Retailers 
could have told p.r. men about 
this, but the latter never came near 
a sales floor, he said. 


By-Chemical., Atlas, 
Central Name Wyckoff 
Wyckoff Advertising Agency, 
San Francisco, has been appointed 
to handle the account of By-Chem- 
ical Products Co., San Francisco, 
manufacturer of Sur-Grip waxes 
and Thompson's Water Seal. Trade 
publications, direct mail, regional 
magazines and TV spots will be 
used. 


The agency also has been ap- 
pointed by Atlas Chemical Co. 
there, producer of Atlas Fish 


Emulsion fertilizer, to handle ad- 
vertising in magazines and news- 
papers. Anderson Advertising re- 
cently resigned the Atlas account. 
Central Electric Appliance Co., 
Palo Alto, has appointed Wyckoff 
to conduct a newspaper, direct 
mail and outdoor drive for its new 
store in Redwood City. 


Meat Packer Launches 
Plant-City Campaign 


Kingan & Co., Indianapolis, one 
of the eight largest meat packers 
in the U. S., is starting its largest 
plant-city ad drive, using the three 
local newspapers, radio and tele- 
vision. The papers, getting the 
bulk of the campaign, will carry 
ads each week 

Copy, prepared by Warwick & 
Legler, New York, will discuss 
the livestock situation and point 
out that Kingan, instead of “moan- 
ing for the good old days,” is step- 
ping up its promotion to expand 
business in the.months ahead. 


Two Appoint Jewell Agency 
Jewell Advertising Agency, Oak- 
land, Cal., has been appointed to 
handle the accounts of Security 
Savings & Loan Assn. of Albany, 
Richmond and Martinez, and the 
Chapel of the Oaks, Oakland mor- 
tician. Both accounts will use 
newspapers, outdoor and radio. 


New Date for ‘What's New’ 


Effective January, What's New 
in Home Economics will be pub- 
lished on the 25th of the month 
preceding date of issue instead of 
on the Ist of the issue month, At 
that time, coupons in the service 
section will be accepted with 
| space orders of one-third of a page. 


Burr Jenkins Joins ‘Post 


J. Burr Jenkins, formerly with 
Motor Boating, has been named 
to the New York sales staff of 
The Saturday Evening Post. 


Shor Gets Cosmetics Account 


House of Catalina, Philadelphia, 
has appointed Herbert B. Shor 
Inc. to handle its cosmetics ac- 
count. 


‘Domestic Engineering’ Issues ‘Idea’ Book 


Cuicaco, July 18—Domestic En- 
gineering Publications has issued 
an interesting book containing de- 


tailed summaries of successful 
merchandising methods used by 
181 contractor-dealers who won 


prizes in the company’s All-Indus- 
try Merchandising contest. 

The purpose of the book, entitled 
“2,000 & 1 Prize-Winning Ideas,” 
is to present a wide variety of 
merchandising plans that might be 
helpful to any contractor-dealer 
that sells, installs or services 
plumbing, heating, air conditioning 
or appliances, Domestic Engineer- 
ing Publications explains. 

The bulk of the 196-page volume 
is devoted to photographs of prize- 
winning store fronts, model show- 
rooms, outstanding displays, actual 
installations, and a host of the 
printed promotion materials used 
by contest entrants. 


s Domestic Engineering Publica- 
tions awarded a $2,500 motor truck 
as first prize in the contest. Addi- 
tional prizes consisted of merchan- 
dise contributed by 117 manufac- 
turers who advertise in Domestic 


Engineering. 

To complete the award list, 136 
wholesalers contributed cash, 
which was converted to merchan- 
dise certificates worth more than 
$12,000 at wholesale value. All 
contractor-dealer subscribers of 
Domestic Engineering were elig- 
ible to compete for the awards. 

The volume sells for $5 
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BUFFALO EVENING NEWS 


SUNDAY PAPER 
DRUG LINEAGE 


17% 


83% 


Percentages from 
Media Records 
Figures, 1950 


Retail Drugstore 
Advertising Demonstrates 
that...when you sell the NEWS 


Readers ... you 


sell the Whole 


Buffalo Market of over 
1,400,000 People ... 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER 
Editor ond Publisher 


WESTERN NEW YORK’S GREAT NEWSPAPER 
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CIRCULATION 
UP 


According to the latest ABC figures 
available, covering the first three 
months of this year, McCall's shows 
the biggest circulation gain of any of 


the major magazines, as against the < ADVERTISING 


same period a year ago. UP 


In advertising revenue, August will 
be the largest August in McCall's 
history—with a 31.6 per cent gain 
over August 1950. 


RESPONSE 
UP 


McCall's “My Kitchen” Contest— 


conducted this Spring— produced the INFLUEN CE 
largest direct reader response from gi 
women readers in McCall's history. = a | | : 


Among nine national magazines 
receiving mentions in retail food 
advertising, McCall’s was first* by 
an overwhelming margin, from Jan- 
uary through April. 


* McCall's—25,446; Good Housekeeping—5,845; Life—2,099; 
Ladies’ Home Journal—585. All others—139 
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